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Summary
Consumer loyalty has been under investigation for over 40 years, most commonly the 
research has been conducted in the retail or banking environment. Most researchers 
agree that ‘true’ loyalty is a multidimensional' construct and ideally the measurement 
of loyalty should incorporate both behavioural as well as psychological components. 
However, the psychological measurement has proven elusive and what can be 
concluded from consumer loyalty research is that there are a large number of 
operational measures used and there is limited comparability between studies.
With regard to consumer loyalty towards holiday destinations, there have been few 
attempts to measure it. The key problem for destination loyalty research is the 
infrequent holiday buying behaviour and lack o f destination loyalty conceptualisation.
This study focuses on loyalty as a behaviour and part o f personality. Psychology is 
used to explain why some individuals have a higher propensity to become loyal 
towards destinations. The research process evolved through two separate pilot studies 
and the final study used a triangulation o f op tim u m  stim u la tio n  le v e l instrument 
called a r o u sa l s e e k in g  te n d e n c y  (AST-I), a revised to u r is t ’s  in h eren t lo y a lty  te n d e n c y  
sc a le  (rTILTS) and p r im a r y  b e h a v io u r a l m e a su r e  (based on the subject’s five-year 
travel career). In so doing, the in h eren tly  lo y a l tourists could be separated from 
v a r ie ty  se e k in g  tourists. This also opens direct marketing opportunities for the 
independent businesses within a destination.
This study identified a positive correlation between AST-I and rTILTS. Furthermore, 
these psychological measures were also predictive o f behavioural outcome. The 
findings lead to the conceptualisation of in h eren t d estin a tio n  lo y a lty . The key finding 
of this study is that the loyal segment for holiday destination is substantial; 60% of the 
respondents spent three or more holidays in the same destination over the five-year 
survey period. Furthermore, the positive attitude towards destination results in 
expressions of self-confidence, suggesting that this attitude is strong (outcome of 
repeater personal behaviour) and centrally held.
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1.1 Introduction - some common assumptions
This introduction chapter will take the following structure: explaining the focus o f this 
study, rationale for this research, objectives and propositions to be investigated and the 
plan o f methodologies to be adopted to achieve the stated objectives.
The purpose o f this thesis is to investigate consumer loyalty towards holiday destinations. 
In so doing this thesis adopts the basic assumption that there is a group of individuals 
with a higher propensity to become loyal towards a destination and that this tendency is 
based on the psychological characteristics o f the individual (i.e. inherent loyalty). Despite 
some early reports on loyal tourists (Gyte and Phelps 1989), the notion o f tourists’ desire 
to (repeatedly) return to just one destination is novel to much o f the tourism literature and 
contrary to the ‘ w a n d e r lu s t ’/ ’d r i f t e r ’ notion (Cohen 1973; Ross 1994; Ryan 1998). The 
w a n d e r lu st (as well as the su n lu st) assumption is so deeply embedded in the tourism 
research literature that informal discussions with fellow academics regularly lead to a 
debate o f to what extent destination loyalty is simply an outcome o f holiday home 
ownership or V F R  (v is itin g  f r i e n d s  a n d  r e la tiv e s). The impact o f second home ownership 
and VFR is recognised in the destination selection process; however, the findings o f this 
study indicate that there is a segment o f the population who repeatedly return to the same 
holiday destination without such ties.
Brand loyalty offers the subjects a feeling o f security (Rowley and Dawes 2000) and 
therefore it is often argued that it is the older generations that have a propensity to 
become loyal towards a destination since they would need to feel well oriented (i.e. the 
knowledge function of attitudes) during their holiday. Moreover, returning to a 
destination could be an indication o f seeking familiarity in the vacation environment 
(Pearce and Stringer 1991).
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As stated earlier, destination loyalty is not a totally new phenomenon in tourism. As early 
as in 1989, Gyte and Phelps reported on repeat tourists, they even mentioned a subject 
who had returned to the same destination (even the same hotel) for 17 years. There have 
also been estimates o f the volume of repeat tourism included in the ETB/BTA statistics 
(1986-1996): total UK repeat arrivals between 65-73%; leisure visitation return rate 63- 
66%; 48% of overseas visitors to London are repeat visitors; for VFR the rate is 75%; for 
16-24 year olds 36% and for the 55+ age segment 70%) (a s  c ite d  in Darnell and Johnson 
2001, p.l 19)
In this study the aim is to enhance the understanding o f inherent loyalty and scrutinise 
those tourists who choose to return to past holiday destinations. However, it would be 
beneficial to recognise any past research even with a marginal contribution to this study. 
Therefore the reports relevant to consumer retention in tourism deserve a mention. The 
airlines and hospitality industry do recognise the need for long customer lifetime value 
and cite the importance o f service quality to customer retention (e.g. Clark, Riley, Wilkie 
and Wood 1998; Kandampully and Suhartanto 2000; Pritchard and Howard 1997; Rivers, 
Toh and Withiam 1991; Woodside, Cook and Mindak 1987). Loyalty within the leisure 
industry and participation in recreational activities has also been investigated in the past 
(e.g. Backman 1991; Backman and Crompton 1991a; Backman and Crompton 1991b; 
Howard, Edginton and Selin 1988; Darnell and Johnson 2001).
However, the key contributions to destination loyalty research are by Oppermann (1998, 
1999, 2000) as well as Gyte and Phelps (1989), both with a specific focus on destination 
loyalty. Furthermore, Ryan (1995) acknowledges destination loyalty; Baloglu and 
Erickson (1998) did a Markov Chain analysis of destination loyalty and switching 
behaviour; and Mazursky (1989) investigated the association between dis/satisfaction and 
future holidays. In summary, the lack o f research into tourism destination loyalty has 
been documented (Oppermann 2000). Hotels and airlines are the key exception to this 
rule (Baloglu and Erickson 1998) but their focus is predominately on customer retention.
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Since the lack of previous research into destination loyalty has been identified in the 
literature, some assistance from psychology and human behavioural research is required. 
Here the description o f tourism as a form o f play (Godbey and Graefe 1991) draws 
attention to another form o f play, namely exploratory behaviour -  also called v a r ie ty  
se e k in g  (variety seeking in the tourism context has been researched by Bello and Etzel 
1985; Lee and Crompton 1992; and Snepenger 1987). E x p lo r a to r y  b e h a v io u r  is the way 
by which individuals control their perceived level o f stimulation from their surrounding 
environment; such a tendency to aspire to a medium degree o f stimulation is called the 
o p tim u m  stim u la tio n  le v e l  (O S L ) . The recommended OSL measure from past research is 
the a r o u s a l se e k in g  te n d e n c y  scales (version I or II) (Baumgartner and Steenkamp 1994).
The OSL instrument was selected for this study since stimulation seeking behaviour has 
been under systematic research since the 1950s (Venkatesan 1973) and the optimal 
stimulation level is based on personality traits (which are fixed from early age) (Arnett 
1994; Arnett 1996; Riley et al. 2001). Furthermore, this seeking o f o p tim a l stim u la tio n  
le v e l  also embraces v a r ie ty , n o v e lty  or se n sa tio n  s e e k in g  as well as c u r io s ity  (types of 
e x p lo r a to r y  b eh a v io u r ) all of which are well suited to the holiday behaviour context, 
especially when the reward potential o f increased stimuli is recognised (Fiske and Maddi 
1961; Kish and Donnenwerth 1969; Wahlers and Etzel 1985; Crotts 1993; Loudon and 
Della Bitta 1993). In this study v a r ie ty  s e e k in g  is hypothesised as the opposite o f loyal 
behaviour and a correlation between a psychological loyalty measure and one o f the well 
established OSL instruments (Mehrabian 1978) would be an indicator o f good criterion 
validity for the new instrument. Investigation o f the opposite phenomenon to loyalty i.e. 
v a r ie ty  s e e k in g  can also add to the understanding o f loyal buying behaviour (Rowley and 
Dawes 2000).
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1.2 Focus of this study
The focus of this research is to analyse loyal buying behaviour in tourism i.e. the 
individual characteristics that are associated with loyal behaviour (Oppermann 2000). 
Furthermore, this study adopts the strict lo y a lty  c o n c e p t  (Day 1969; Backman and 
Crompton 1991a) o f b e h a v io u r a l c o n s is te n c y  combined with p s y c h o l o g ic a l  a tta ch m en t as 
a measure for loyal behaviour: ‘ if brand loyalty is ever to be managed, not just measured, 
it will have to be elaborated in much more detailed description o f cognitive activities 
rather than focusing only on behavioural aspects o f brand loyalty (e.g. repetitive 
purchase)’ (Jacoby and Chestnut 1978 a s c i te d  in Ha 1998, p. 1).
For this reason several related research subjects are beyond the scope o f this research: 
firstly, this study does not accept the ‘automated’ process from good service to loyal 
buying behaviour (Bloemer, de Ruyter et al. 1999), especially since the assumed linear 
relationship between satisfaction and loyalty has been questioned (Jones and Sasser 1995; 
Rowley and Dawes 2000); secondly, the macro level modelling o f loyal buying behaviour 
(e.g. stochastic models) is omitted; thirdly, the management o f customer retention (based 
on sunk cost, reward schemes etc.) is also beyond the focus o f inherent loyalty. Finally, 
since the focus o f this research is on the personality o f those subjects who wish to return 
to just one holiday destination, the debate concerning family/social decision-making is 
also excluded from this study.
There is also another way that this research has a specific focus, here the object o f study 
is a destination as perceived by the respondents (i.e. a geographical area and the 
amenities/facilities within it). The differentiating factor in this study is how great a 
proportion o f their main holidays between 1995 and 1999 did the respondent spend in just 
one location? Destination is an appropriate focus for this study since it induces the initial 
holiday decision; it is a type o f a brand that incorporates services as product features 
(Buhalis and Cooper 1998; Buhalis 2000).
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Furthermore, this study does not incorporate loyalty measurements towards travel agents 
and tour operators since it became obvious from pilot study one that holidaymakers could 
not differentiate between different agents. Moreover, loyalty towards transport and 
accommodation providers is not an independent decision from the destination selection, 
hence these sub-components o f the travel package were omitted from the final survey.
There is a further limiting factor in this research project: since it the first time research 
with this specific focus has been attempted some degree o f operationalisation was 
required. Hence the primary research will focus on the m a in  h o lid a y  taken ea ch  y e a r  
only. This limitation o f the study was considered appropriate since there were no previous 
research findings relating to the phenomena under evaluation. Furthermore, the perceived 
importance between the main holiday o f the year and additional short break holidays can 
also have a significant effect on respondents’ memories. It was hypothesized that the 
main holiday of the year would hold significant importance in the mind o f the consumer 
and therefore they would be more likely to remember their past holiday decisions 
(Callanan and Pryer 1994; Kardes 1999). However, the process o f taking a sh o r t  b re a k  
h o lid a y  (S B H ) can be very different: the duration o f a short break does not necessarily 
require any annual leave and the significance o f a SBH is considerably lower to the 
customer. Furthermore, any individual can take several short breaks over the year, how 
would they be able to accurately recall their SBH decisions from several years in the 
past? There is a further problem of definition: what exactly is a short break holiday? 
Therefore, the decision was taken to focus on the main holiday (as perceived by the 
respondent) for each year.
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1.3 Rationale for this study
Much of the loyalty literature agrees on the benefits loyal clientele can bring to the 
organisation (Oppermann 2000). However, the measurement o f these gains has been 
problematic: some researchers argue for the goodwill value o f repeat business (Exter 
1986; Grant and Schlesinger 1995; Dekimpe et al. 1997; Dowling and Uncles 1997; 
Bhattacharya 1997; Schultz and Hayman 1999); others measure the financial savings 
from keeping existing customers (Rust and Zahorik 1993; Keaveney 1995; Mittal and 
Lassar 1998); positive word-of-mouth (WOM) is regarded as invaluable by some 
researchers (Reichheld and Sasser 1990; Jones and Sasser 1995; Mundie 1997); the 
argument that loyal customers are blind to competitors’ messages is advocated as well 
(Hawkins, Best, and Coney 1998); and finally, loyal customers appear price insensitive, 
which is advocated by some researchers (Cunningham 1956; Dekimpe et al. 1997; 
Bloemer, de Ruyter, and Wetzels 1999; Rowley and Dawes 2000). What is common for 
all loyalty research is the notion o f reciprocity, in other words, loyalty as a relationship 
between the customers and service provider is symbiotic: both parties have an opportunity 
to gain from this relationship (Riley et al. 2001). For customers loyal buying behaviour 
will reduce the perceived risk attached to the purchase situation and decrease any levels 
o f insecurity attached to the decision (Rowley and Dawes 2000). After all, when 
evaluating the value o f various information sources personal experience is regarded as the 
best and most reliable type o f information. The service providers will benefit from a 
combination of the above-mentioned benefits o f repeat business.
There is a further reason why destination loyalty was considered important for tourism 
research: the focus in marketing is shifting from recruiting new customers into extending 
the lifetime value of existing customers (Page, Pitt, and Berthon 1996). Furthermore, 
brand loyalty is viewed as a key element in strategic marketing planning and continuous 
competitive growth (Ha 1998). In other words, customer loyalty is seen as a key function 
o f business success today (Kandampully and Suhartanto 2000). The identification o f loyal 
tourists will also help in destination demand management, forecasting and customer 
targeting (Oppermann 1999; Oppermann 2000).
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The findings of this research will also be useful to the many sm a ll to  m ed iu m  s i z e d  
tou rism  e n ter p rise s  (S M T E s )  that need better support for their marketing, segmentation 
and targeting activities. This research is relevant to these businesses since the prosperity 
o f a destination and the SMTEs is interconnected (Buhalis and Cooper 1998) as both 
benefit from knowing who their customers are (Cooper and Buhalis 1992). The small 
tourism enterprises, by definition, have limited marketing budgets and therefore the 
financial gains from repeat clientele and the means o f identifying those tourists with a 
higher propensity to become loyal towards a destination will be valuable.
To conclude, consumer loyalty towards a tourism destination is a topic worthy o f further 
investigation, especially when much o f the existing loyalty literature concentrates on 
analysing consumer shopping behaviour. It is important to investigate to what extent 
research findings from the supermarket environment can be applied to the holiday 
selection process: is the propensity o f a person to become a loyal buyer a greater constant 
than the special characteristics o f holiday decision-making? Analysis o f the reasons for 
loyal buying behaviour suggests that a tourism product has many o f the extreme h ig h  
in v o lv e m e n t characteristics that encourage loyal behaviour. At the same time the natural 
w a n d e r lu st tendency o f holidaymakers would suggest a lower propensity towards 
destination loyalty. With this debate in mind, the aim and objectives for this study are 
stated in the next section.
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1.4 Aim and objectives of this study
The aim of this study is to design an instrument to identify and measure destination 
loyalty as a phenomenon focusing only on the m ic r o  level analysis. In other words this 
instrument would identify and describe those consumers with a higher propensity to 
become loyal towards a destination.
This study has the following objectives:
1. To assess whether loyalty is a phenomenon existing in the tourism destination 
context
2. To develop a behavioural measure of loyalty that describes Objective 1
3. To test the concept of optimum stimulation level (OSL) in the tourism context 
through the AST-I measure
4. To design an instrument for identifying people with a higher propensity towards 
destination loyalty
5. To profile tourists who fall into the category described by Objective 4.
The administration o f the objectives for this study involves triangulation and the use o f 
one established psychological test o f the o p tim u m  stim u la tio n  le v e l .
1.4.1 Key propositions
In the light o f the above objectives the study is guided by the following propositions:
PI. Those respondents with a high OSL level also have a variety seeking attitude 
towards their holiday destinations and therefore demonstrate a low return rate to 
any one destination
P2. Those respondents with a low OSL also have a loyal attitude towards a holiday 
destination and subsequently have a high return rate to any holiday destination.
As can be seen from the above propositions, this study has adopted a triangulation 
approach by using a behavioural measure, a psychological/attitudinal measure for loyalty 
and an established op tim u m  stim u la tio n  le v e l  measure (Mehrabian 1978). By doing so the
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high, low, latent and spurious loyal customers as well as the habitual buyer can be 
identified. An attitude measure towards destination loyalty was considered important here 
since ‘ loyalty implies repeat purchasing based upon cognitive, affective, evaluative and 
dispositional factors - the classic primary components of an attitude’ (Jacoby 1971, p. 26 
a s c ite d  in Pritchard and Howard 1997, p. 3). Yet previous research into repeat tourism 
does not explain the attitudes behind loyalty (Pritchard and Howard 1997).
The development o f a psychological instrument to measure loyalty is not expected to be 
easy since much o f the past research concentrated only on repetitive behaviour (Ha 1998) 
with over 50 operational measures for brand loyalty already identified (Jacoby and 
Chestnut 1978). Furthermore, there has been little primary research into loyalty in the 
tourism context (Baloglu and Erickson 1998; Oppermann 2000) (excluding frequent flyer 
programmes and hotel schemes which really focus on customer retention). This is a 
surprising finding since the brand loyalty literature is over 40 years old but there are no 
data available that would offer an explanation o f the destination loyalty phenomenon 
(Oppermann 2000). Moreover, attitudinal loyalty is cited as very important in the 
literature, yet ‘psychometrically sound instruments to measure attitudinal loyalty were 
still missing’ (Pritchard, Howard and Havitz 1992 ay c i te d  in Opperman 2000, p. 79). 
Hence more research is required to further the understanding o f loyalty in general and in 
the holiday destination context in specific.
A behavioural measure o f loyalty is also required for the flilfilment of lo y a lty  
c o n c ep tu a lisa tio n  and this study uses past behaviour as a predictor for future actions 
(Ouellette and Wood 1998). The behavioural measure employed in the final survey o f this 
study was the outcome o f the two pilot studies conducted: a proportion o f just one 
destination visited over the survey period was adopted from the existing loyalty literature 
(Cunningham 1956; Jones and Sasser 1995; Driver 1996; East 1997). A further indicator 
o f behavioural consistency was built from the selections the respondents made regarding 
the type o f holiday, travel party, booking lead-time, degree o f independence in travel 
arrangements as well as the respondent’ s propensity to refer over the five-year survey 
period.
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1.5 Structure of this thesis
This thesis has the following structure: initially the lo y a lty  literature is reviewed and 
applied to the tourism destination context. Although this study adopts the strict loyalty 
concept it is recognised that the reader would benefit from a thorough review of all 
literature related to consumer loyalty. Hence, this section includes a review of consumer 
loyalty as well as customer retention literature.
The next section covers the a ttitu d e -b e h a v io u r  c o n s is te n c y  debate. Here the emphasis is 
on understanding how attitudes could influence behaviour and contribute towards 
consumer loyalty. This chapter is followed by coverage of the o p tim u m  stim u la tio n  le v e l  
(OSL) research. The focus here is to present how OSL influences human behaviour as 
well as to evaluate the most common methods o f measuring OSL.
The m e th o d o lo g y  chapter positions this investigation within the wider research context 
and explains each step o f the final study. By using the research objectives and 
propositions as a guide, justification for specific questionnaire items is developed from 
the literature. Moreover, the development o f the TILTS instrument and potential routes 
for analysis are also outlined.
The f in d in g s  chapter is again structured by the research objectives and propositions. Here 
the findings for each research instrument (behavioural measures, OSL and TILTS) are 
presented separately and inter-relations between them are sought.
The final chapter offers d isc u s s io n  a n d  c o n c lu s io n s  o f research results and literature 
findings are summarised and their implication to this project are highlighted where 
appropriate. Following good research practice recommendations for future research are 
also made.
© 2002 11
Outi Niininen Introduction to thesis
References
1. Amett, Jeffrey. 1994. Sensation seeking: A new conceptualization and a new scale. 
P e r so n a lity  a n d  In d iv id u a l D if fe r e n c e s  16, no. 2: 289-96.
2. Amett, Jeffrey Jensen. 1996. Sensation seeking, aggressiveness, and adolecent 
reckless behaviour. P e r s o n a lity  a n d  In d iv id u a l D if fe r e n c e s  20, no. 6: 693-702.
3. Backman, Sheila J. 1991. An investigation o f the relationship between activity 
loyalty and perceived constraints. J o u rn a l o f  L e is u r e  R e s e a r c h  23, no. 4: 332-44.
4. Backman, Sheila J., and John L. Crompton. 1991a. Differentiating between high, 
spurious, latent and low loyalty participants in two leisure activities. J o u rn a l o f  
P a r k  a n d  R e c r e a tio n  A d m in istra tio n  9, no. 2: 1-17.
5. ----- — . 1991b. The usefulness o f selected variables for predicting activity loyalty.
L e isu r e  S c ie n c e s  13: 205-20.
6. Baloglu, Sehymus, and Ranel E. Erickson. 1998. Destination loyalty and switching 
behaviour o f travellers: A Markow analysis. T o u rism  A n a ly s is  2: 119-27.
7. Baumgartner, Hans, and Jan-Benedict E. M. Steenkamp. 1994. An investigation into 
the construct validity o f the arousal seeking tendency scale, Version II. 
P s y c h o lo g ic a l  M e a s u r e m e n t  54, no. 4, Winter: 993-1001.
8. Bello, Daniel C., and Michael J. Etzel. 1985. The role o f novelty in the pleasure 
travel experience. J o u rn a l o f  T ra v el R e s e a r c h  Summer: 20-26.
9. Bhattacharya, C. B. 1997. Is your brand's loyalty too much, too little, or just right? 
Explaining deviations in loyalty from the Dirichlet norm. In tern a tio n a l J o u rn a l o f  
R e se a r c h  in M a r k e tin g  14: 421-35.
10. Bloemer, Josee, Ko de Ruyter, and Martin Wetzels. 1999. Linking perceived service 
quality and service loyalty: a multi-dimensional perspective. E u r o p e a n  J o u rn a l o f  
M a r k e tin g  32, no. 11/12: 1082-106.
11. Buhalis, Dimitrios. 2000. Marketing the competitive destination of the future. 
T o u rism  M a n a g e m e n t 21: 97-116.
© 2002 12
Outi Niininen Introduction to thesis
12. Buhalis, Dimitrios, and Chris Cooper. 1998. Competition or co-operation: The 
needs of small and medium sized tourism enteiprises at a destination level. 
E m b r a c in g  a n d  M a n a g in g  C h a n g e  in T ou rism . Editors E. Laws, B. Faulkner, and G. 
Moscardo, 324-46. London: Routledge.
13. Callanan, Michelle, and Melvyn Pryer. 1994. H o lid a y  E x p e r ie n c e  -  U n p u b lish e d  
w o r k in g  p a p e r , Birmingham College o f Food, Tourism and Creative Studies, 
Birmingham.
14. Clark, Mona, Michael Riley, Ella Wilkie, and Roy C. Wood. 1998. R e s e a r c h in g  a n d  
W ritin g  D is s e r ta t io n s  in H o s p ita lity  a n d  T o u r ism . London: Thomson Business 
Press.
15. Cohen, Erick. 1973. Nomads from affluence: Notes on the phenomenon of drifter- . 
tourism. J o u rn a l o f  C o n te m p o r a r y  S o c i o l o g y  XIV, no. 1-2: 89-103.
16. Cooper, Chris, and Dimitrios Buhalis. 1992. Strategic management and marketing 
o f small and medium-sized tourism enteiprises in the Greek Aegean islands. 
M a n a g in g  P r o je c t s  in H o s p ita l ity  O rg a n isa tio n s . Editors Richard Teare, Debra 
Adams, and Sally Messenger, 101-23. New York: Cassell.
17. Crotts, John C. 1993. Personality correlates o f the novelty seeking drive. J o u rn a l o f  
H o s p ita lity  a n d  L e isu r e  M a r k e tin g  1, no. 3: 7-29.
18. Cunningham, Ross M. 1956. Brand loyalty: what, where, how much? H a r v a r d  
B u s in e s s  R e v ie w  34, no. Jan/Feb: 116-28.
19. Darnell, Adrian C., and Peter S. Johnson. 2001. Repeat visits to attractions: a 
preliminary economic analysis. T o u rism  M a n a g e m e n t  22: 119-26.
20. Day, George S. 1969. A two-dimensional concept of brand loyalty. J o u rn a l o f  
A d v e r tis in g  9: 29-35.
21. Dekimpe, Marnik G., Jan-Benedict E. M. Steenkamp, Martin Mellens, and Piet 
Vanden Abeele. 1997. Decline and variability in. brand loyalty. In tern a tio n a l  
J o u rn a l o f  R e s e a r c h  in M a r k e tin g  14: 405-20.
© 2002 13
Outi Niininen Introduction to thesis
22. Dowling, Grahame R., and Mark Uncles. 1997. Do customer loyalty programs 
really work. S lo a n  M a n a g e m e n t  R e v ie w  Summer: 71-82.
23. Driver, Lynn. 1996. What is loyalty in customer loyalty - The issues for the 90's. 
T h e R e s e a r c h e r , no. 1 (July): 2-5.
24. East, Robert. 1997. C o n s u m e r  B e h a v io u r . London: Prentice Hall.
25. Exter, Thomas. 1986. Looking for brand loyalty. A m e r ic a n  D e m o g r a p h ic s  4: 32-56.
\
26. Fiske, Donald W., and Salvatore R. Maddi. 1961. F u n c tio n s  o f  V a r ie d  E x p e r ie n c e .  
Homewood, Illinois: The Dorsey Press Inc.
27. Godbey, G., and A. Graefe. 1991. Repeat tourism, play and monetary spending. 
A n n a ls  o f  T o u rism  R e s e a r c h  18: 213-25.
28. Grant, A. W. H., and L. A. Schlesinger. 1995. Realize your customers' lull profit 
potential. H a r v a r d  B u s in e s s  R e v ie w  September-October: 59-72.
29. Gyte, Douglas M., and Angela Phelps. 1989. Patterns o f destination repeat business: 
British tourists in Mallorca, Spain. J o u rn a l o f  T r a v e l R e s e a r c h , no. Summer: 24-28.
30. Ha, Lyong Choon. 1998. The theory o f reasoned action applied to brand loyalty. 
J o u rn a l o f  B r a n d  a n d  P r o d u c t  M a n a g e m e n t  7, no. 1: Emerald.
31. Hawkins, Del I., Roger J. Best, and Kenneth A. Coney. 1998. C o n s u m e r  B e h a v io u r :  
B u ild in g  M a r k e tin g  S tr a te g y . Boston: McGraw Hill.
32. Howard, Dennis R., Christopher R. Edginton, and Steven W. Selin. 1988. 
Determinants o f program loyalty. J o u rn a l o f  P a r k  a n d  R e c r e a tio n  A d m in istra tio n  6 : 
41-51.
33. Jacoby, Jacob, and Robert W. Chestnut. 1978. B r a n d  L o y a lt y  M e a s u r e m e n t  a n d  
M a n a g e m e n t. Chicester: John Wiley & Sons.
34. Jones, T. O., and W. E. Jr. Sasser. 1995. Why satisfied customers defect. H a r v a r d  
B u sin e ss  R e v ie w  , no. November-December: 88-99.
©2002 14
Outi Niininen Introduction to thesis
35. Kandampully, Jay, and Dwi Suhartanto. 2000. Customer loyalty in the hotel 
industry: the role o f customer satisfaction and image. In tern a tio n a l J o u rn a l o f  
C o n te m p o r a r y  H o s p ita lity  M a n a g e m e n t  12, no. 6: 346-51.
36. Kardes, Frank R. 1999. C o n s u m e r  B e h a v io u r  a n d  M a n a g e r ia l  D e c is io n  M a k in g .  
Harlow: Addison-Wesley.
37. Keaveney, Susan M. 1995. Customer switching behaviour in service industries: An 
exploratory study. J o u r n a l o f  M a r k e tin g  59, no. April: 71-82.
38. Kish, George B., and Gregory V. Donnenwerth. 1969. Interests and stimulus 
seeking. J o u rn a l o f  C o u n s e llin g  P s y c h o l o g y  16, no. 6: 551-56.
39. Lee, Tae-Hee, and John Crompton. 1992. Measuring novelty seeking in tourism. 
A n n a ls  o f  T o u rism  R e s e a r c h  19: 732-51.
40. Loudon, David L., and Albert J. Della Bitta. 1993. C o n s u m e r  B e h a v io u r . 4  ed. 
London: McGraw-Hill International Editions.
41. Mazursky, David. 1989. Past experience and future tourism decisions. A n n a ls  o f  
T o u rism  R e s e a r c h  16: 333-44.
42. Mehrabian, Albert. 1978. Characteristic individual reactions to preferred and 
unpreferred environments. J o u rn a l o f  P e r s o n a lity  46: 717-31.
43. Mittal, Banwari, and Walfried M. Lassar. 1998. Why do customers switch? The 
dynamics o f satisfaction versus loyalty. T h e J o u rn a l o f  S e r v ic e s  M a r k e tin g  12, no. 
3: 177-94.
44. Mundie, Peter. 1997. M a r k e tin g : A n  A n a ly tic a l P e r s p e c t iv e . London: Prentice Hall.
45. Oppermann, Martin. 1998. Destination threshold potential and the law of repeat 
visitation. J o u rn a l o f  T r a v e l R e s e a r c h  37: 131-37.
46. ----------. 1999. Predicting destination choice - A discussion o f destination loyalty.
J o u rn a l o f  V a ca tion  M a r k e tin g  5, no. 1: 51-65.
47. ----------. 2000. Tourism destination loyalty. J o u rn a l o f  T r a v e l R e s e a r c h  39, no.
August: 78-84.
© 2002 15
Outi Niininen Introduction to thesis
48. Ouellette, Judith A., and Wendy Wood. 1998. Habit and intention in everyday life: 
The multiple processes by which past behaviour predicts future behaviour. 
P s y c h o lo g ic a l  B u lletin  124, no. 1: 54-74.
49. Page, Mike, Leyland Pitt, and Pierre Berthon. 1996. Analysing and reducing 
customer defections. L o n g  R a n g e  P la n n in g  29, no. 6: 821-34.
50. Pearce, P. L., and P. F. Stringer. 1991. Psychology and tourism. A n n a ls  o f  T o u rism  
R e s e a r c h  18: 136-54.
51. Pritchard, Mark P., and Dennis R. Howard. 1997. The loyal traveller: Examining s 
typology o f service patronage. J o u rn a l o f  T r a v e l R e se a r c h  Spring: 2-10.
52. Reichheld, Frederick F., and W. Earl Jr. Sasser. 1990. Zero defections: Quality 
comes to services. H a r v a r d  B u s in e s s  R e v ie w , no. Sept/Oct: 105-11.
53. Riley, Michael, Outi Niininen, Edith E. Szivas, and Tony Willis. 2001. The case for 
process approaches in loyalty research in tourism. In tern a tio n a l J o u rn a l o f  T o u rism  
R e s e a r c h  3: 23-32.
54. Rivers, Mary-Jean, Rex S. Toh, and Glenn Withiam. 1991. Frequent-guest 
programs: Do they fly? C o r n e ll  H o t e l  a n d  R e sta u ra n t A d m in istra tio n  Q u a r te r ly  32, 
no. 2: 46-52.
55. Ross, Glenn F. 1994. T h e P s y c h o l o g y  o f  T o u r ism . Melbourne: Hospitality Press.
56. Rowley, Jennifer, and Jillian Dawes. 2000. Disloyalty: a closer look at non-loyals. 
J o u rn a l o f  C o n s u m e r  M a r k e tin g  17, no. 6: 538-49.
57. Rust, Roland T., and Anthony J. Zahorik. 1993. Customer satisfaction, customer 
retention, and market share. J o u rn a l o f  R e ta ilin g  69, no. 2: 193-215.
58. Ryan, Chris. 1995. Learning about tourists from conversations: The over 55s in 
Majorca. T o u rism  M a n a g e m e n t  16, no. 3: 207-15.
59. ---------- . 1998. The travel career ladder: An appraisal. A n n a ls  o f  T o u rism  R e s e a r c h
25, no. 4: 936-57.
©2002 16
Outi Niininen Introduction to thesis
60. Schultz, Don E., and Dana Hayman. 1999. The two sides of loyalty. In te ra ctiv e  
M a r k e tin g  1, no. 1, June/July: 31-34.
61. Snepenger, David J. 1987. Segmenting the vacation market by novelty-seeking role. 
J o u rn a l o f  T r a v e l R e s e a r c h  26, no. 2: 8-14.
62. Venkatesan, M. 1973. Cognitive consistency and novelty seeking. C o n su m e r  
B e h a v io u r : T h e o r e tic a l S o u r c e s . Editors Scott Ward, and Thomas S. Robertson, 
354-84. New Jersey: Prentice Hall.
63. Wahlers, Russell G., and Michael J. Etzel. 1985. Vacation preference as a 
manifestation o f Optimal Stimulation and Lifestyle Experience. J o u rn a l o f  L e isu r e  
R e se a r c h  17, no. 4: 283-95.
64. Woodside, Arch G., Victor Cook, and William A. Mindak. 1987. Profiling the 
heavy traveller segment. J o u rn a l o f  T r a v e l R e s e a r c h  25, no. 4: 9-14.
© 2002 17
Outi Niininen Consumer loyalty
Chapter 2 
Consumer loyalty
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2.1 Introduction
Consumer loyalty has been viewed as an ‘enigma’ to researchers even from the early 
days of loyalty research (Snepenger 1987). Traditionally business managers have 
assumed that the popularity of a brand is simply due to effective distribution, shelf space 
and superior product features. However, this does not explain the phenomenon that some 
individuals are prepared to endure discomfort in their purchasing process rather than 
switch between brands nor that some customers are not prepared to change their 
purchasing patterns even when a competing product offers greater utility, i.e. irrational 
behaviour (Snepenger 1987). In other words, inherently loyal consumers do exist 
(Srinivasan 1996; Reichheld and Teal 1996). This study focuses on loyalty as a human 
psychological and behavioural phenomenon, hence the emphasis is on studying the 
internal processes and reasons an individual might have for loyal buying behaviour, not 
on the management of customer retention. However, a brief analysis of the customer 
retention debate is included here to allow greater understanding of the consumer loyalty 
issue.
The c u sto m e r  reten tion  school argues that consumer loyalty is an outcome of good 
quality service and consumer satisfaction (Mazursky 1989; Jones and Sasser 1995; Mittal 
and Lassar 1998; de Ruyter, Wetzels, and Bloemer 1998; Hawkins, Best, and Coney 
1998; Kandampully and Suhartanto 2000) or satisfactory resolution of a customer 
complaint (Wallin Andreassen 1999). This traditional thinking that loyalty is based on 
customer satisfaction or that loyalty measurements can be used as a substitute for 
satisfaction indicators (Mittal and Lassar 1998) is not advocated in this study since 
‘satisfaction was seen as a poor predictor of behaviour’ (Mundie 1997, p. 18).
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Clearly consumer loyalty is an attractive issue to any business organisation since 
established customer loyalty can add to the goodwill value of the organisation (Exter 
1986; Grant and Schlesinger 1995; Dekimpe et al. 1997; Dowling and Uncles 1997; 
Bhattacharya 1997; Schultz and Hayman 1999). However, there seems to be a problem 
in attaching an exact value to loyalty when only the following measures have been 
proposed in the past: (1) the recruitment costs of a new customer are five times more 
expensive than the cost of keeping an old customer (Rust and Zahorik 1993; Keaveney 
1995; Mittal and Lassar 1998), (2) positive word-of-mouth (WOM) is valuable to the 
organisation (Reichheld and Sasser 1990; Jones and Sasser 1995; Mundie 1997), (3) loyal 
customers are resistant to a competitors’ promotion (Hawkins, Best, and Coney 1998) 
and (4) loyal customers are price insensitive (Dekimpe et al. 1997). In other words, the 
application of loyalty theories in the industry has been hampered by this lack of 
accountability of the phenomenon (Ehrenberg and Goodhardt 1974; Reichheld and Sasser 
1990). A similar situation was encountered when ju s t -in -t im e  (JIT) management was 
introduced. JIT too had to earn acceptance through mathematical predictions of cost 
savings before it was generally adopted as good management practice (Rust and Zahorik
1993). Therefore it is important to unify loyalty research and find industry specific 
benchmarks for future development.
2.1.1 Loyalty and destinations
Destinations have a dual character in that they are, on one hand factual, in that they 
consist of sites, beaches, etc. that can be experienced. On the other hand they are also 
perceptual, in that they have an image which may or may not be informed by the facts but 
is essentially in the mind of the potential tourist (Seaton and Bennett 2000) and therefore 
subject to motivational dimensions. To an extent the destination choice involves both of 
these aspects of the destination in that it involves the seeking of facts, the process of 
which is motivated by image. To borrow a theory from psychology, it is possible to see 
destinations both as situ a tion a l a ttribu tion s and as d isp osition a l a ttribu tion s (Brown 
1986; Hogg and Vaughan 1995). This thesis uses both forms of attribution in that the 
study of loyal behaviour is clearly situ a tion a l and the study of op tim u m  stim u la tion  le v e ls
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assumes a d isp osition a l attribution. Moreover, the methodology adopted is rooted in the 
assumption of a d isp osition a l a ttribution . Consequently, the study of loyalty offers a 
bridge between the facts, as represented by experiences, and psychological states as 
represented by motives, in that the decision to ‘ go back’ is founded on both. 
Subsequently, the study of destinations should account for this dual nature.
It is worth stating at the outset that consumer loyalty is an established behavioural pattern 
since a core group o f tourists with a strong destination loyalty has been identified (Gyte 
and Phelps 1989) and several destinations rely on this repeat business (Pyo, Song, and 
Chang 1998). In those cases when the tourists had managed to secure a holiday in their 
first choice location (to what extent is this psychological attachment?) they were more 
likely to return again and ‘ react more favourably to a place for which they have a strong 
preference’ (Gyte and Phelps 1989, p. 27). Furthermore, some tourists are loyal to their 
holiday destinations to the extent that they prefer one specific location, e.g. Palma, to 
others within their holiday environment, e.g. Mallorca.
On a pragmatic note, tourism destination loyalty is a relevant issue to destination 
managers and planners since a very basic measure of repeat visitors (percentage share for 
repeat visitors) can also be used as an indicator of the d e stin a tio n ’s  li fe -c y c le  sta g e  to 
guide policy-making where a mature destination will have a high proportion of repeat 
visitors (Oppermann 1998). It would be wrong to assume that the perceptual aspects of a 
destination were not as important as the actual attributes. The image of a destination is in 
fact a practical artefact. For this reason the image of a destination becomes vital , to 
destination management teams.
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2.1.1.1 Destination choice and the role of destination image
The selection of a holiday destination is a complex process, which is in two stages but 
involves many dimensions. The actual destination choice incorporates two key stages: (1) 
a generic decision of whether to have a holiday at all, and (2) a specific decision of which 
destination to select (Crompton 1977). Assuming that the process is rational, one way to 
look at the choice of a specific destination is to see the process as a synthesis of general 
features accumulated through experience and information. The knowledge on which the 
initial choice decision is made is likely to be fragmented and will be interpreted 
subjectively. The myriad o f businesses, government organisations, facilities and human 
components that contribute to the whole factual portrait of the destination are summed up 
in a holistic way (Kozak and Rimmington 1999). In other words, ‘the initial image 
formation stage before the trip is the most important phase in tourist’s destination 
selection processes’ ... therefore ‘ image is a valuable concept in understanding the 
destination selection process of tourists’ (Baloglu and McCleary 1999, pp. 868-869).
It is this need to make a holistic image from fragmented information that joins the factual 
aspects o f destination (such as attributes) to the perceptual dimensions. Seaton and 
Bennett (2000) view a destination as a mental construct that exists in the minds of the 
tourists and potential visitors. This image is best defined as the total sum of information 
held, associations made and attitudes formed about a particular product (Murphy, 
Pritchard, and Smith 2000). Destination image holds an equal (if not greater) importance 
in the destination selection process to the actual destination characteristics. Image is also 
viewed as an attitudinal construct with affective, behavioural and cognitive components. 
Consequently, the destination image held by a tourist is unique. This uniqueness is the 
product of individual cognitive c a teg o r is in g , which, in itself, may be influenced by 
personal factors (psychological and demographic variables). The c a teg o r is in g  by each 
individual is based on stimulus factors, i.e. the information held about the destination, 
past personal experiences relevant to this destination and marketing information 
regarding the destination (Urn and Crompton 1990; Um and Crompton 1991; Ross 1994;
t
Baloglu and McCleary 1999). In other words, a destination image is formed from a 
limited amount of data available to the decision-maker and this data has been
©2002 22
Outi Niininen Consumer loyalty
subjectively interpreted as a destination image by the potential tourist who will compare 
the perceived characteristics o f the product (a holiday destination) to their own set o f 
preferred product attributes (Kim 1998; Um and Crompton 1990; Ross 1994). That said, 
it is perfectly possible for individuals to have images that are similar.
Furthermore, an image also incorporates the prejudices and emotional thoughts held 
about the destination (Baloglu and McCleary 1999). ‘All places have images -  good, bad, 
indifferent -  that must be identified and either changed or exploited’ (Hunt 1975, p. 7 a s  
c ite d  in Kim 1998, p. 340). The image is either a visual or mental impression o f the 
destination and this image is based on the attitudes held towards the perceived destination 
attributes. The image formed by the traveller is not only based on what utility the 
destination can offer them but also on their subjective perception o f the personality o f the 
location (Kim 1998). In other words images are not neutral they are loaded with value. 
The perception o f anything has both an element o f factual categorisation and evaluation 
eg. Blackpool is a down-market resort (category) and ‘I love it’ (evaluation) (Tajfel 1978, 
Riley 1984)
2.1.2. Defining a destination
The need for a conceptual definition for a destination stems from the needs o f research to 
measure phenomenon relevant to tourism. Consequently there is a wide variety o f 
destination definitions used in recent tourism research. At a commercial level, 
destinations are the key attraction for tourists; a name o f a destination can be used as a 
brand name to differentiate potential holiday locations from the competitors. A definition 
o f destination can involve evoking all or any o f the facilities required for a vacation 
product (Buhalis and Cooper 1998; Buhalis 2000). What is used is often some 
conspicuous feature(s) or some prototypical feature(s). Unsurprisingly, given the number 
o f options, the words h o lid a y  d estin a tion  and to u rism  d e stin a tio n  are often used 
interchangeably in the literature.
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A simple definition of a destination is a ‘geographical location to which a person is 
travelling’ (Metelka 1990, p. 46 a s c ite d  in Hall 2000, p. 161). A more commonly cited 
definition o f a holiday destination is ‘ an amalgamation of products and services available 
in one location, that can draw visitors from beyond its spatial confines’ (Murphy, 
Pritchard and Smith, 2000, p. 43). The destination as a tourism product comprises the 
area’s climate, infrastructure, superstructure and services as well as the natural and man- 
made attributes of it (Kim 1998). However, ‘there is a lack of agreement on the meaning 
of the basic terms to describe tourism such as “destination” or “resort” , and this has to be 
regarded as a weakness in tourism analysis. The two terms are sometimes used 
interchangeably, both have been applied to extensive areas, and also to quite localised 
development’ (Laws 1995, p. 23).
Destinations are viewed as the central elements of the tourism system and the whole 
character of a destination can be divided into primary or secondary destination features. 
Primary features incorporate the climate, culture and ecology of a destination. In essence, 
these qualities of a destination were not ‘designed’ for tourism but they appear naturally 
in that specific location. By contrast, the secondary features have been built specifically 
to serve the tourism industry - for example hotels, restaurants and airports -  and make a 
region more appealing to potential visitors (Laws 1995; Kozak and Rimmington 1999).
A destination can be further divided into six types o f features (also called the Six A ’s 
framework)(Buhalis 2000):
1. A ttra ction s (natural, man-made, heritage, purpose built, special events)
2. A c c e ss ib ility  (transport system, including routes, terminals and vehicles)
3. A m e n itie s  (catering and accommodation, retailing)
4. A v a ila b le  p a c k a g e s  (packages pre-arranged by intermediaries and local 
businesses)
5. A c tiv itie s  (all activities available within the destination for the tourist)
6. A n cilla ry  s e r v ic e s  (services used by the tourist but not built for tourism 
demand only e.g. banks, hospitals, telephone networks)
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The Six As approach is possibly the widest definition o f a destination, it comprises the 
products and services provided for tourists as well as a system of delivering those 
products/services to the tourists (available packages). Furthermore, such an approach 
emphasizes the divide of facilities created solely for the tourists and services that are 
utilised by local residents as well as the visitors. This highlights a fascinating feature of 
the tourism destination: very few destinations exist purely for tourism purposes, and what 
the tourists experience is also an inseparable part of the everyday life of the local 
residents (Murphy, Pritchard, and Smith 2000; Hall 2000).
2.1.2.1 The geographical boundaries of a destination
Perhaps the most obvious way to see the construction of an image is through 
geographical boundaries. If the destination image has any dimension at all it is bound to 
be given a sense of place and have geographic dimensions. The literature follows this line 
in that geographical studies of tourism are much more common than research into the 
psychological, anthropological and sociological elements of tourism (Pearce 1982). Here 
again the wide variety o f geographical definition is evident. This section reviews typical 
geographical approaches into the destination concept.
The geographical conceptualisation of a destination has a telescopic dimension. It 
descends in scale: firstly, whole countries can be viewed as a destination; secondly, it is 
possible to apply regional and local area images; thirdly, a destination could be based on 
cities as well as natural attractions; and finally, a destination could also be defined 
according to small-scale purpose-built scenic vantage points or the interiors of buildings 
(Pearce 1982).
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‘A destination exists on a number of different geographical levels which are interrelated' 
(Horner and Swarbrooke 1996, p. 297). For example, Europe as a continent can be 
perceived as a single holiday destination (e.g. Inter-rail tourists; the Lonely Planet guide 
for ‘Europe’) or countries as a whole are viewed as a potential holiday destination. 
Furthermore, geographical regions across national borders (like the Alps) could be 
perceived as a single holiday destination (Bukart and Medlik 1976; Laws 1995; Horner 
and Swarbrooke 1996; Hall 2000). ‘A destination is at once a single entity (we speak of 
“Spain” or “Boston”) but it comprises every kind of tourism organization and operation 
in its geographical area.... it can literally include everything in a region’ (Seaton and 
Bennett 2000, pp. 350-351). The above quote highlights both the variety of destination 
conceptualisations used in recent studies (the general consensus is that a ‘destination’ 
incorporates any services used by the tourist, however, the geographical boundaries of a 
‘destination’ are not so clearly stipulated). It also highlights the all-important ‘summing- 
up process’ that refines a complex image in a word.
There are good examples of past research where a ‘destination’ comprises a compact 
geographical area:
• Seaton and Bennett in 2000 cite case studies of promoting Blackpool as a holiday 
destination
• The current ‘Love London’ campaign (London Tourist Board 2002)
• Mykletun, Crotts and Mykletun in 2001 studied Bornholm (a Danish island) as a 
destination.
However, there are also several examples where the ‘destination’ is interpreted at the 
country level and some of these are briefly outlined here:
• Haahti (1986) evaluated the competitiveness of the most European countries as 
tourism destinations
• Kozak and Rimmington in 1999 compared the competitiveness o f Turkey and Spain 
as a holiday destination (these countries are in direct competition in the summer 
tourism market), as well as Turkey and the Far East (which are in indirect
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competition where the consumer may compare very diverse geographical locations 
when evaluating the different types of utility that can be gained from a location)
• Chaudhary (2000) studied tourist’s pre- and post-vacation behaviour related to
holidays in India
• Prentice and Andersen (2000) investigated Ireland as a destination for tourism
• Marwick (2001) investigated how well Maltese postcards represent the destination
• Rittichainuwat, Qu and Brown (2001) studied Thailand’s international image and
• Kozak (In Press) investigated the tourists’ motivations to travel to Mallorca and 
Turkey.
To conclude the above, the destination conceptualisation tends to vary from one study to 
another and a clear recommendation o f the geographical boundaries of a destination is 
not available. For this reason, assistance from (psychological) consumer behaviour 
research in the interpretation o f a destination is sought.
2.1.2.2 How destination is viewed in this study
This study is essentially about the psychological propensity to ‘come back’ . It is therefore 
founded on a d isp o sitio n  attribu tion  o f destinations. The above literature review does not 
offer strong guidance in that most destination studies are based on attributes such as 
geographical and product features. The study allows for, and indeed assumes, a 
subjective interpretation o f destination. As the methodology is primarily psychological a 
short review of relevant psychological approaches to destination research would be 
appropriate.
‘Often destinations are artificially divided by geographical and political barriers, which 
fail to take into consideration consumer preferences of tourism industry functions’ 
(Buhalis 2000, p. 97). Buhalis viewed a ‘destination’ as a ‘defined geographical region 
which is understood by its visitors as a unique entity, with a political and legislative 
framework for tourism marketing and planning’ (Buhalis 2000, p. 98).
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‘ It is increasingly recognised that a destination can also be a perceptual concept, which 
can be inteipreted subjectively by consumers, depending on their travel itinerary, cultural 
background, purpose of visit, educational level and past experience. For example, 
London can be a destination for a German business traveller, whilst Europe may be the 
destination for a leisure Japanese tourist who packs six European countries into a two 
week tour’ (Buhalis, 2000, p. 97).
To conclude the above, a holiday destination is a multidimensional and multifunctional 
concept. Each tourist will have their own, individual opinion o f a named holiday 
destination and a tourism destination as a product can satisfy a myriad of differing 
holiday needs. In other words, each tourist will form an image of a destination based on a 
limited amount of data that has been subjectively interpreted, further complicating the 
issue of destination definitions. Therefore, the conclusion from the reviewed literature is 
that the destination conceptualisation should include all facilities available to the tourists, 
yet the geographical boundaries of a destination appear more fluid.
To leave the specification of the research object up to the subjective perception of the 
respondent is a frequently used method in studies regarding human behaviour. For 
example, the concept of perceived risk rests on the respondent’ s evaluation of how likely 
the negative event is and how great is the magnitude of such an event (Solomon, 
Bamossy, and Askegaard 1999; Schiffman and Kanuk 2000). In tourism such subjective 
definition of perceived risk was implemented by Tsaur, Tzeng and Wang (1997). 
Furthermore, perceived trust has been investigated by Flaherty and Pappas (2000) as well 
as Liu and Leach (2001), and perceived quality by Smith Gooding (1994).
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Perhaps a previous study into consumer loyalty towards a holiday destination could offer 
guidance on the conceptual definition of a destination? The most prominent authority on 
destination loyalty is Martin Oppermann, who argues that there is a ‘ lack of previous 
studies into tourism destination loyalty and a widespread lack of longitudinal data on 
destination choices by individuals’ ... and therefore ...’the destination level was placed at 
a country (Australia, New Zealand) or region level (i.e. Europe) rather than at a resort 
level’ (Oppermann 2000, p. 81).
Here it would be pertinent to reiterate the focus of this research: the emphasis in this 
study is to assess the psychological propensity o f a tourist to become loyal towards a 
destination country as well as the behavioural consistency of repeat visitation. Hence, the 
burden of the definition o f a ‘destination’ is left open to the perception of the respondent. 
In other words, the repetitive behavioural pattern can be inferred from the ‘sameness’ of 
the subject’s answers (Riley, Niininen et al, 2001): ‘ ...starting with the actual observed 
behaviour, one could infer preference from the actual distribution o f visitors amongst 
destinations...’ where ’ ...the decision by any individual to visit one of the alternatives 
arises because of a preference for that particular country from among all alternatives’ 
(Husbands 1983, pp. 293-294). To conclude, a country level conceptualization of a 
destination is frequently used in tourism research and regularly published in high-ranking 
tourism journals. Furthermore, that is the approach taken by a leading destination loyalty 
author. For these reasons a country level specification of a destination is also adopted for 
this project. Moreover, in this study a holiday/tourism destination is viewed as a holiday 
product and these words are used interchangeably.
The following literature review will focus on the customer loyalty as a phenomenon and 
has the following structure: consumer loyalty as a concept is introduced; the 
measurement of loyalty is discussed together with the critique for the established 
measures; the demographic correlations for consumer loyalty are analysed; and finally, 
the established loyalty knowledge is applied to the tourism destination context.
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2.2 Consumer loyalty as a phenomenon
The explanation for consumer loyalty is based on cognitive psychology and especially 
attitude formation (Fournier and Yao 1997). The phenomenon of consumer loyalty can be 
divided into macro level (aggregate measures, retail environment, geography, etc.) and 
micro level (an individual’s buying behaviour influenced by social and psychological 
factors). The macro level research has been focused on what impact out-of-town 
shopping centres, discounting and access to supermarkets have had on loyalty. Since the 
emphasis of this thesis is on the micro level o f buying behaviour the literature from this 
field will be discussed in more detail (Jacoby and Chestnut 1978; East et al. 1997).
The evolution of loyalty research is interesting. The initial data of store loyalty suggested 
very negative reasons for such buying behaviour: loyal consumers had limited time, 
finances, transport and there were few competing stores. The second stage of loyalty 
research blamed Work commitments and lack of interesting deals for consumers’ 
tendency to purchase the same brand frequently and the final stage of loyalty research 
argued that the buyers had the opportunity and need to be efficient with their shopping 
behaviour (East 1997a). The following part o f this literature review focuses on 
identifying and conceptualising the phenomenon before proceeding to further analysis.
2.3 Loyalty definitions
Brand loyalty can be defined at three specific levels: (1) cognitive behaviour where 
loyalty is ‘ an internal commitment to purchase and repurchase a particular brand’ (Evans 
et al 1996, p. 261); (2) an attitudinal phenomenon where the consumer has a preference to 
use a particular brand; and (3) a behavioural phenomenon where brand loyalty is 
understood to be just repeat purchases of any one brand. However, it is important to 
recognise that any habitual purchases of a brand must have initially resulted from 
cognitive processes and therefore the existence of ‘pure’ behavioural loyalty can be 
questioned (Evans, Moutinho, and van Raaij 1996). In fact the word ‘ lo y a lty ’ is widely 
(mis)used to describe many aspects of the repetitive buying behaviour (Uncles and
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Laurent 1997); the whole term has suffered from inflation and the word is now deeply 
embedded in marketing jargon to represent any repetitive buying patterns. This makes the 
comparison of past research especially complicated.
One approach to explaining loyalty describes it as a ladder of increasing purchases (and 
satisfaction) where at the top the customer becomes an advocate for the brand (Mundie
1997). The different stages of the lo y a lty  la d d er  can be seen in Figure 2.1:
Figure 2.1 The loyalty ladder
Source: Mundie 1997, p. 13
The above model argues that there is a natural progression from no experience of the 
brand (even feeling suspicious about the benefits the brand has to offer), to becoming a 
committed user of that product who is prepared to recommend it to other people too (an 
a d v o c a te) . According to this model, each consumer would initially be classified as a 
su sp e ct . At this stage the consumer is using alternative products and perceives the brand 
under discussion as questionable, even negative in some aspects. At the next stage, the
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buyer has gained more information regarding the brand and is starting to evaluate his/her 
opinions of this product/brand. A c u sto m e r  is someone who has purchased the product 
and once they have repeated this purchase they are categorised as a clien t. The a d v o ca tes  
have repeatedly purchased the brand/product and are so satisfied with it that they are 
willing to recommend this brand/product to friends (Mundie 1997). This advocacy is very 
valuable to the organisation and one of the key reasons why customer loyalty is aspired 
to: firstly, it is a form of non-paid promotion; and secondly, the consumers rank personal 
recommendation by a friend as the second most valuable type of data (only preceded by 
personal experience) (Assael 1998; Solomon, Bamossy, and Askegaard 1999).
To conclude, this model suggests that consumer loyalty increases as the customer gains 
more experience with the product. In other words, a cycle of positive product experiences 
leads to verbal statements o f consumer confidence with the product. Jones and Sasser 
(1995, p. 94) define this advocacy as *s e c o n d a r y  b e h a v io u r ’ and included it in their 
loyalty definitions. However, the lo y a lty  la d d er  is just one o f the approaches to 
explaining loyal buying behaviour.
The conceptual definition of brand loyalty is ‘ the biased (i.e. non-random), behavioural 
response (i.e. purchase), expressed over time, by some decision making unit, with respect 
to one or more alternative brands out of a set of such brands, and it is a function of 
psychological (decision-making, evaluative) process’ (Jacoby and Chestnut 1978, p. 80). 
To summarise the above, loyalty has two dimensions: psychological attachment and 
behavioural consistency (Day 1969; Jacoby and Kyner 1973; Howard, Edginton, and 
Selin 1988; Backman and Crompton 1991a). The relationship between these two 
constructs is demonstrated in the Figure 2.2:
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Figure 2.2 Loyalty as a psychological and behavioural construct
PSYCHOLOGICAL
ATTACHMENT
Weak Strong
BEHAVIOURAL Low
CONSISTENCY High
Source: Backman and Crompton 1991a,
The benefit of applying this strict conceptual model is that it also identifies the latent 
loya ls, i.e. those with genuine preference for a brand but no consistent purchase history, 
as well as sp u rio u s  loya ls , those with a high behavioural consistency combined with a 
low psychological attachment towards the brand. Latent loyalty could be associated with 
expensive brands that attract admiration from all segments of society, regardless of the 
few opportunities to purchase such items. By contrast, an example of spurious loyalty 
would be individuals who have limited access to the brands they prefer and consequently 
have to ‘settle with’ alternative products. In most cases the high  and lo w  lo y a ls  are the 
easiest to classify since they are at opposite ends o f the loyalty continuum.
There are several interpretations as to what this p s y c h o lo g ic a l  a tta ch m en t consists of: (1) 
there is a connection from advertising exposure to understanding the product features and 
being more prepared to regularly purchase this product. This approach clearly places the 
burden o f product/brand loyalty on the advertisement message contents; (2) repurchase of 
a product is an outcome of a cognitive analysis o f past product performance experiences, 
taking into consideration the input of time, money and effort as compared to the 
satisfaction the product provided. Unfortunately this assumption of rational customers is 
not the reality of consumer behaviour; and finally, (3) attachment is based on the relative 
attitude towards a brand, which is based on a rational analysis of the utility of each 
alternative brand (Dick and Basu 1994).
Low loyalty Latent loyalty
Spurious loyalty High loyalty
p. 3
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The attitudinal a p p ro a ch  to loyalty research does bring valuable addition to analysing the 
psychological attachment. According to Dick and Basu (1994) this relative attitude is 
divided into co g n itiv e , a ffective  and co n a tiv e  components. The co g n itiv e  antecedent is 
concerned with the information the individual holds about a brand and how easily he/she 
can recall this data from memory (this depends on the relative strength o f the association 
between the data and the brand). The a ffective  antecedents explain the feelings the 
individual holds about the brand in question. Therefore, emotions can actually be a 
stronger predictor of future behaviour than a cognitive evaluation, especially once the 
behaviour has become a habit which requires very little conscious deliberation (Dick and 
Basu 1994). This could refer to, the ‘fr ien d sh ip  * the loyal customer is likely to develop 
with their-usual purchase (Driver 1996). The co n a tiv e  component includes evaluation of 
sw itc h in g  co sts , su n k  costs, e.g. initial fees to join the service, and the expectations of the 
brand’s performance. In other words, the stronger a person’s attitude towards a brand the 
harder he/she is prepared to work to overcome any obstacles to use or purchase this 
brand. The role of habit and switching costs is explained in more detail in the following 
section:
2.3.1 Habit
When discussing consumer loyalty and repetitive buying it is also important to recognise 
the role of habit. Habitual behaviour results from an automatic cognitive process; it rarely 
requires conscious effort, is unintentional, set in motion by cues and can run 
simultaneously with cognitive processes. Typically habitual behaviour involves no 
information seeking or evaluation of the alternatives. In essence, habits direct behaviour 
when the stimulus remains constant (Ronis, Yates, and Kirscht 1989; East 1997b; 
Ouellette and Wood 1998). All habits once started as an outcome of cognitive 
deliberations and were influenced by relevant attitudes and beliefs at that time. However, 
over time the individual’ s attitudes and preferences may have changed yet the habit may 
still remain unchanged, hence creating attitude-behaviour inconsistency. This is possible 
since increased experience of using the product decreases the search into the product 
features (Dick and Basu 1994). Furthermore, as the result of time pressure the individual 
is most likely to resort to habitual behaviour (Ronis, Yates, and Kirscht 1989), hence
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most of the person’s daily behaviour is a result of a habit. Conscious decision-making is 
usually relied upon only in novel situations.
Notwithstanding the argument that behavioural habit can, on occasions, be a powerful 
explanation of continuous consumption, it is generally accepted that the a ffective  
component of attitudes influences the propensity to continue or discontinue consumption 
(Backman 1991), hence loyalty is a cognitive phenomenon as opposed to inertia (Evans, 
Moutinho, and van Raaij 1996). However, it is also recognised that habit and the a ffective  
component often work together (Radjecki 1990; Verplanken, Aarts, and van Knippenberg
1994). Of equal importance is the argument that a consumption decision does not 
exclusively focus on the object to be purchased and that the presence o f alternatives 
brings in an element of uncertainty. This aspect o f uncertainty leads to purchasers ‘taking 
out insurance’ . In other words, there is a safety element in purchasing decisions that may 
lead the customer to go with ‘what he or she already knows’ . This phenomenon involves 
both the affective and cognitive components o f attitudes and points towards cognitive 
consistency as an explanation for repeat buying. The individual stays within their 
cognitive schema where alternatives are already evaluated and the notion of safety 
options is easily accommodated within the ’habit p a ra d ig m  ' (East 1997a; East 1997b; 
Riley et al. 2001).
For consumers, the habitual buying of familiar and convenience brands releases problem­
solving capacity for more important deliberations when there is no need to seek 
information about the product and evaluate it (Howard, Edginton, and Selin 1988). 
Unfortunately habitual buying is not necessarily based on the best o f reasons and 
occasionally it can leave the consumer unaware of significant improvements in 
competing products (East 1997b). As long as the product does not prove a dissatisfaction, 
the consumer is likely to continue purchasing the same brand due to time or money 
constraints, lack of alternatives and switching costs (Bitner 1990). Since habit is the 
opposite of complex decision-making (Assael 1998) it could be interpreted that habitual 
tourists experience relatively low risk with their vacation planning and the decision­
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making process should be swift. The other reason why consumers continue purchasing 
brands even when they may wish to discontinue such behaviour is switching costs.
2.3.2 Switching costs and switching behaviour
The consumer is involved in sw itc h in g  c o s ts  when he/she considers changing from one 
brand to another. The switching cost can be the additional money spent, time consumed 
and effort endured when the customer is learning about and testing the new product. It is 
also assumed that switching costs are unique for each industry and higher for a service 
product due to the perceived unpredictability o f the service experience outcome (Javalgi 
and Moberg 1997; de Ruyter, Wetzels, and Bloemer 1998). In other words, switching 
costs are different for each type of industry (Dick and Basu 1994). Brand switching is 
most likely for undifferentiated products where the only perceived difference in the 
quality and style of the product is the brand name (Evans, Moutinho, and van Raaij 1996) 
and increasing switching costs is one of the ways an organisation can try to tie their 
customers into a long-term relationship (Sambandam and Lord 1995).
The perceived level of switching costs is determined by the availability o f the service (i.e. 
when there are only a few service providers the customers are less willing to change), the 
p e r c e iv e d  risk  of the actual service, the level o f competition experienced by the consumer 
and any long-term financial ties such as season tickets, a loyalty reward scheme or large 
start-up costs such as membership fees or connection fees. These are also called su n k  
c o s ts  in the more detailed analysis o f switching costs when the individual is reluctant to 
switch since they do not want to lose what has already been committed to the brand in the 
past (Arkes and Blumer 1985; Dick and Basu 1994; de Ruyter, Wetzels, and Bloemer
1998).
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Switching motives are based on either in trinsic (desire to test the new brand) or extrin sic  
(coupons and money-off vouchers) incentives where the extrinsically motivated 
switching behaviour would be possible even when the consumer genuinely preferred their 
original brand (Mazursky, LaBarbera, and Aiello 1987). However, it must be emphasised 
that discount incentives only create a very short-term impact where, as soon as the 
relative price difference has finished, most customers return to their preferred brand.
The key reasons for switching behaviour are desire for novelty (especially in a tourism 
context), any changes in the product use context, changes in the consumer’s background 
variables and changed marketing mix variables (Morgan and Dev 1994; Oppermann
1998). However, extrin sic reasons for switching brands dominate customer reports 
(Mazursky, LaBarbera, and Aiello 1987). For example, a c o r e  se r v ic e  fa ilu r e  is named as 
the largest reason for switching behaviour (44% of respondents), followed by 34% of 
respondents who changed brands due to the se r v ic e  e n co u n te r  fa ilu re , i.e. unsatisfactory 
interaction with the staff. Price was the next most important reason for switching (30% of 
respondents), inconvenience received a 20% rating, employee response to service failure 
upset 17% of the respondents, only 10% o f all respondents switched to competing 
product due to their perceived superiority and finally, unethical procedures only deterred 
7% of all respondents (Keaveney 1995).
Therefore, from the management point of view, every organisation must take the 
responsibility o f keeping their own customers satisfied to achieve the financial rewards of 
customer retention (Mazursky, LaBarbera, and Aiello 1987). However, not all dissatisfied 
customers actually leave the organisation and even 65-85% of satisfied customers choose 
to experiment with other brands (Stewart 1989; Reichheld and Teal 1996). In other 
words, the relationship between satisfaction and loyalty is not a straightforward one since 
the loyal customer will develop a ‘fr ie n d sh ip  ’ with the brand and only a very poor service 
will make them re-evaluate their attitude towards the brand (Driver 1996).
©2002 37
Outi Niininen Consumer loyalty
To conclude, there is a great deal of confusion into what consumer loyalty really is and 
the lack of conceptual underpinning has resulted in a large variety of operational research 
findings that do not necessarily measure the same phenomena (Jacoby and Chestnut 
1978). What can be interpreted from the above is that there is a reciprocal relationship 
between the object and the person (Riley et al. 2001). This notion is at the heart of 
problems of both definition and measurement. At a very fundamental level, measures of 
loyalty carry the burden of embracing, on one hand, the pull o f the object (how does it 
inspire loyalty?) and on the other hand, the propensity o f the individual to be loyal. The 
lack of attachment felt towards a product can make the spurious consumer switch 
between brands when exposed to point-of-purchase promotions and price incentives, 
hence true loyalty must always include both the behavioural and psychological 
components which lead to brand specific loyalty (Day 1969).
From the foregoing discussion, the following ideas contribute to the thesis:
• The word T o y a lty  ’ is regularly misused, hence extreme care must be used when 
evaluating past studies
• A loyalty measure should address both behavioural and psychological aspects of 
the loyalty phenomena
• An attitudinal measure appears as the most appropriate to address the 
p s y c h o lo g ic a l  a tta ch m en t since it will embrace past experience (very relevant to 
repeat tourism) as well as cognitive and affective components
• S w itch in g  c o s ts  do not offer a systematic way of differentiating between 
h ig h /lo w /la te n t/sp u r io u s  lo y a ls
• In the tourism context, switching costs would only be relevant for organisations 
within the holiday supply chain, e.g. travel agent, frequent flyer programmes, 
deposits paid to tour operators, etc., hence they are not a key element in this study
©2002 38
Outi Niininen Consumer loyalty
2.4 Loyalty measures
There are over fifty operational definitions for loyalty and most of these measures 
featured the notion of proportion o f expenditure spent on any one brand (Jacoby and 
Chestnut 1978). Behavioural approaches account for approximately 60% of known 
loyalty measures, they operationalise loyalty and by default do not provide a very 
sophisticated image of the phenomenon. The vast number of operationalised measures 
also makes it very difficult to compare results and draw holistic conclusions. 
Furthermore, behavioural measures fail to distinguish between habitual buying and true 
loyalty (Olson and Jacoby 1971; Backman and Crompton 1991a; Uncles and Laurent 
1997). The evolutionary development of brand loyalty measures started from approaches 
based purely on behaviour and lately the research has involved developing attitudinal, 
cognitive and values based approaches. The key approaches to measuring brand loyalty 
are discussed below in more detail:
2.4.1 Proportion of consumption measures
Firstly, the proportion o f consumption measures are based on the actual consumption of 
goods or services. This approach usually combines volume, recency, amount spent and 
frequency of purchase over limited time periods. Examples o f this type o f repeat buying 
measure include measures aimed at the proportion of consumption within a specified set 
o f other goods and services located within a defined market or even within a nominated 
retail location (Cunningham 1956; Jones and Sasser 1995; Driver 1996; East 1997a). 
Proportional measures have a clear relevance to marketing professionals since they can 
be adequately framed for a mail survey questionnaire (East et al. 1995b).
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2.4.2 The frequency of purchase measures
Secondly, the frequency o f purchase in one time period, the comparison of frequency of 
purchase between time periods and the number of units purchased on each purchasing 
occasion attempt to identify the ‘natural p u rc h a sin g  c y c l e ’ for specified brands 
(Cunningham 1956). Patterns which emerge from such measures assist marketers in 
identifying ‘fr e q u e n t  p u r c h a s e r s ’ and ’h e a v y  p u r c h a s e r s ’ (Cunningham 1956; Ehrenberg 
1988). However, heavy users are not necessarily loyal customers o f the organisation since 
intensive purchases could result from purely situational constraints (Woodside, Cook, and 
Mindak 1987). A typical analysis of purchasing patterns would produce buying 
sequences such as (1) AAAAAA, (2) AAABBB, (3) AABABB or (4) ABCDEF. The 
example (1) demonstrates sole brand loyalty where the customer is committed to just one 
brand; the pattern (2) could be an outcome of the consumer switching (temporarily or 
permanently) from brand A to brand B; the example (3) demonstrates divided brand 
loyalty where the customer introduces a controlled amount of variety by alternating 
between two favourite brands; and the example (4) demonstrates buying behaviour with 
no distinct pattern, i.e. no brand loyalty (Evans, Moutinho, and van Raaij 1996; East 
1997a).
2.4.3 Probability of repeat purchase measures
The third category o f measures are based on the probability of repeat purchase (Massey, 
Montgomery, and Morrison 1973; Ehrenberg 1988). This type o f measure is based on a 
series of previous purchases that are used to calculate the probability of a repeat 
purchase. For example, research by Frank (1962) demonstrated that the more often the 
consumer had purchased the brand within the same purchase sequence and the more 
recent this purchase was, the higher the repurchase probability (a s  c ite d  in Oppermann
1999). However, the probability of a repeat purchase reduces as the number of products 
bought in the same generic product category increases. This is due to the longer time span 
and the increased opportunities the customer will have to try competing brands (Day 
1969). The sole brand buyers are usually light p u r c h a se r s  and if the time span for any 
loyalty research is very limited, the results would be biased towards higher brand loyalty 
figures (Ehrenberg 1988).
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2.4.4 Switching point measures
The fourth type of measures examine the point in time where customers switch to other 
brands or purchase sequences. Typically the aim of research here is to look for reasons 
for switching, such as service failure. S w itch in g  p o in t  measures can also be applied to 
service quality research, once the reasons for customer switching have been identified the 
management can strive to reduce c u sto m e r  d e fec tio n  (Kahn, Kalwani, and Morrison 
1986; DuWors and Haines 1990; Keaveney 1995; Popkowski Leszszyc and Gonul 1996; 
Gonul. F.F., Popkowski Leszszyc, and Sugawara 1996).
2.4.5 Hybrid measures
The fifth group are the hybrid measures like the E n is  P a u l in d ex, (Burford, Enis, and Paul 
1971; Denison and Knox 1992; Knox and Denison 2000) where loyalty is described as a 
three-dimensional index which includes the share o f the total budget spent on just one 
brand, the amount of switching and the total number of substitutes available to the 
consumer. However, the type o f data required for this analysis is rarely available, and 
only in a closed economy or monopoly situation would the total number of stores (or 
destinations) be known to the researcher. Furthermore, the three elements used here are 
based on reported/observed behaviour and as such cannot represent the conceptualisation 
o f loyalty. The validity of this approach has also been questioned (Charlton 1973).
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2.4.6 Attitudinal measures
The attitudinal measures of consumer loyalty are based on consumer preference or 
intention to purchase a product (Fournier and Yao 1997; Kandampully and Suhartanto
2000). The attitude-loyalty argument is not straightforward; a positive attitude towards a 
brand may be caused by (frequent?) previous experiences with the brand or the frequent 
purchases of that brand are a result of the positive attitude. In other words, brands that 
have larger market share have more opportunities to achieve positive attitude ratings 
simply because their product is easily available to the shoppers. ‘ Which came first’ 
(positive attitude or loyal buying of that brand) is not a relative argument for this study. 
However, once a positive attitude towards a brand is established it can affect future 
purchases without conscious awareness (East 1997a). This relationship between 
established attitude towards destination loyalty and repeated visits to a destination is the 
key question for this study.
A classic example o f an attitudinal measure is the ‘se c o n d a r y  b e h a v io u r ’ as reported by 
Jones and Sasser (1995, p. 94) where customer r efer r a ls /e n d o r se m e n ts  or positive w o r d -  
o f-m o u th  ( W O M )  have been used to measure consumer loyalty. These measures are easily 
operationalised for customer surveys, hence they have firm support in the marketing 
consultancy business. However, the in ten tion  o f  rep u rch a se  as a measure for future 
behaviour is prone to exaggerated predictions (Jones and Sasser 1995) and attitudinal 
measures are criticised for not accounting for situational as well as social constraints in 
buying decision-making (Backman and Crompton 1991a; Backman and Crompton 
1991b). To conclude, intention is a poor predictor o f future behaviour (Keaveney 1995; 
Roos 1996).
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2.4.7 Composite measures
Simple behavioural measures of loyalty lead to overestimations of the loyal following for 
any brand because behavioural measures do not separate sp u r io u s ly  lo y a l buyers. 
Therefore, to fully address the conceptualisation o f brand loyalty, a composite measure 
(with both behavioural and attitudinal component) is required (Backman 1991). A loyal 
attitude towards a holiday destination, e.g. p s y c h o lo g ic a l  atta ch m en t, can also prove 
important to the management o f the negative impacts of tourism.
In past research these composite measures have included evaluations of price, brand 
commitment and information search models. However, the attitude-behaviour model is 
the most commonly applied to tourism and leisure research (Oppermann 1999). The most 
widely cited example o f a composite brand loyalty measure is the D a y ’s  lo y a lty  in d ex  
(1969): ‘ the ratio of the proportion of purchase devoted to a brand x over time t to the 
attitude toward brand x at the beginning o f the study’ (Oppermann 1999, p. 54). Here it is 
important to note that there are limitations to even this approach, the weights for each 
component are not clear and the attitude measure from the beginning o f the study may 
not be accurate over the whole survey period (Day 1969; Oppermann 1999). However, 
Day (1969) did report a significant relationship between composite measures and 
demographic variables. Furthermore, Oppermann (2000) praised composite measures for 
their comprehensive approach to brand loyalty. Yet Oppermann (2000) noted that the 
composite measures are not very practical.
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2.5 Critique about behavioural loyalty measures
Jacoby and Chestnut (1978) were very critical about operational loyalty measures based 
on empirical work only since these measures were mainly based on arbitrary criteria. 
Furthermore, there were no attempts to analyse the opposite type of behaviour i.e. d is­
lo ya lty . Moreover, all of these measures focused on overt buying behaviour, hence 
accepting the B la ck  B o x  th e o r ie s  where the researchers were only interested in the 
outcome of complex psychological processes. There was no attempt to evaluate the 
relationship between established measures and discover whether they were measuring the 
same phenomenon. The research methods used also lacked validity, reliability and 
sensitivity (Jacoby and Chestnut 1978). In other words, many of the past measures had no 
conceptual underpinning and only simplified the phenomenon.
All behavioural approaches have limitations; for example those based on fr e q u e n c y  do 
not capture the pulling power o f the competition. The p r o p o r tio n a l approach goes further 
in that direction but essentially the behavioural approaches are incomplete. This 
incompleteness only highlights the general limitations o f patterns of repeat behaviour to 
represent loyalty. This is not to decry any of the above approaches but suggests that any 
of them in themselves cannot be said to measure loyalty when many authors agree that 
true loyalty should have both b eh a v io u ra l and attitudinal attributes (Day 1969; Howard, 
Edginton, and Selin 1988; Backman 1991; Backman and Crompton 1991a; Denison and 
Knox 1992). Even when confined in behavioural terms they cannot accommodate the fact 
that it may not be the product or service which is the constituency o f loyalty but the 
organisation that produces or sells it (Mundie 1997; Bloemer, de Ruyter, and Wetzels
1999) or the place where the product was manufactured (Czinkota and Ronkainen 1998; 
Cateora, Graham, and Ghauri 2000).
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The attitudinal measures were generally based on scales where the strength of the 
expression can be quantified, yet the wording o f these statements is open to bias. Overall 
the introduction of the attitudinal measures has improved the sensitivity of the research 
instrument (Jacoby and Chestnut 1978) and there are also reports of improved Test -  Re­
test results (Olson and Jacoby 1971). In conclusion the composite loyalty measures with 
both behavioural and psychological elements allow for the greatest accuracy of the 
findings. Through this approach, even the sp u r io u s  lo y a l can be identified for analysis 
(Backman and Crompton 1991a) and the s o c ia l  p r e s s u r e  to co n fo r m  and give politically 
correct answers will be eliminated by analysing established behavioural patterns.
From the foregoing discussion, the following ideas contribute to the thesis:
• There are too many different operational measures for brand loyalty, hence there 
are no accepted norms
• Most established measures only focus on behaviour, hence there is a need to apply 
the lo y a lty  c o n c ep t to tourism destinations
• Attitudinal measure seems appropriate for addressing the p s y c h o lo g ic a l  a tta ch m en t  
element o f loyalty
©2002 45
Outi Niininen Consumer loyalty
2.6 Demographic correlates of brand loyalty
The research findings into demographic correlates of brand loyalty are conflicting. 
Several authors argue that such correlations do not exist (e.g. Day, 1969) and that there is 
no relationship between brand loyalty and family size, social class and income. 
Furthermore, if there is no relationship between brand and store loyalty, any assumption 
of a personality type with higher loyalty proneness also seems illogical (Cunningham 
1956; Frank 1967). However, in 1997 these conclusions were challenged by East who re­
examined Cunningham’s data and concluded that the findings would have been different 
had the discounted goods been included in the analysis (East 1997a). Therefore, it is 
important to identify which individual characteristics can have an impact on loyalty 
proneness. The following is a review of the past research into the relationship between 
loyalty and demographic variables.
Demographic and socio-economic variables are considered too general to explain loyalty 
(Day 1969) and it is commonly accepted that there is no relationship between loyalty and 
demographics (Exter 1986). However, a small number of empirical studies exist which 
although accepting the general view, show that the same empirical evidence does indicate 
that when a relationship occurs, it is specific to a product or service and to a particular 
demographic factor. Furthermore, when the product in question is a se r v ic e  p r o d u c t with 
high p e r c e iv e d  risk, it is likely to attract very strong loyalty (ZeithamI 1981; Czepiel and 
Gilmore 1987; Javalgi and Moberg 1997) and also command stronger correlations to 
demographics (Snyder 1991). It is therefore fair to assume that there is a common 
denominator for both loyal and disloyal consumer groups, which could be based on 
demographic variables, e.g. loyalty to a hairdresser is correlated with gender (women are 
more loyal) (Snyder 1991).
The following Table 2.1 collates the most commonly cited demographic correlates of 
brand loyalty:
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What can be concluded from Table 2.1 is that some demographic correlations to loyal 
buying behaviour have been established and some of them are product specific. Therefore 
it is justifiable to seek demographic correlations to destination loyalty as well.
Demographic variables are significant when analysing a tourism product (purchase 
situation, high risks involved with the product) (Mazis and Sweeney 1972) e.g. the 
difference between genders could be explained through different patterns, meanings and 
use of leisure times as well as differing attitudes towards leisure (and work). Furthermore, 
age (and the physiological effects o f ageing) affects the opportunities individuals have to 
participate in tourism and leisure. The historical perspective is important too, individuals 
from similar age groups interpret potential tourism destinations with similar past 
experiences, for example, a coach tour o f the historic European cities may be a more 
appropriate holiday for the Baby Boomers than the Generation X (Neulinger 1974).
The data provided by previous research into correlations between loyalty and 
demographic variables are conflicting and emphasise the problems o f comparability o f 
findings when many different operational measures are used to describe the same 
phenomenon. Whether this variance is due to the characteristics o f each product or the 
lack of conceptual underpinning o f the analysis is worth investigating. Furthermore, the 
perceived importance o f a holiday to the respondent would warrant research into the 
general loyalty proneness of tourists.
From the foregoing discussion, the following idea contributes to the thesis:
• There is sufficient evidence to suggest that there may be a connection between 
loyalty and the characteristics o f the individual. These characteristics may be 
demographic or based on personality
Consumers’ perceptions o f a product will also be influenced by the involvement attached 
to the product and purchase situation. The concept o f in v o lv e m e n t is discussed in more 
detail in the next section:
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2.7 High and low involvement products
Consumer purchasing processes can be attached to a continuum of in v o lv e m e n t  varying 
from total inertia and habitual buying behaviour to extensive and very conscious decision­
making. The importance o f each purchase to the buyer combined with the perceived risk 
o f each transaction determines the actual level o f involvement (Solomon 1996). This 
degree o f involvement will depend on personal, product specific and situational factors 
(Engel, Blackwell, and Miniard 1995). ‘The more involved people are in a choice the 
more carefully they will choose. Once having chosen they tend to stay with their choice. 
If dissatisfaction sets in, people tend to tolerate rather than change, at least for a while. 
They often tiy to fix the relationship’ (Mundie 1997, p. 20). Therefore, true loyalty can 
only develop under high involvement conditions (Backman and Crompton 1991b). The 
involvement concept is also important to tourism products, hence the following analysis:
2.7.1 Involvement and the tourism product
A holiday is a high involvement purchase where the perceived risk is unusually high as 
the customer will have to endure the discomfort o f travelling, the actual consumption o f 
the experience is often in a foreign environment and their enjoyment o f the holiday, i.e. 
‘quality’ o f the product, is dependent on uncontrollable factors like the mood of other 
members o f the travel party or the weather (Homer and Swarbrooke 1996). Furthermore, 
the customer can attach extreme importance to their annual holiday since the 
psychological involvement with a holiday can be much longer than the actual time spent 
away from home. In other words, the holiday experience can already begin when the 
person initially starts planning their holiday, consults the travel brochures and continues 
after the actual travel when the experience is analysed and discussed with other people 
(Callanan and Pryer 1994; Pritchard and Howard 1997).
Involvement would seem the obvious element o f tourism buying behaviour. However, in 
relation to customer loyalty the concept o f involvement has its problems too. There is 
spurious loyalty and latent loyalty to upset the supposedly straightforward relationship 
between high and low loyalty and high and low repeat consumption (Backman and 
Crompton 1991a). Therefore involvement alone cannot be used as a proxy to the 
psychological attachment component o f loyalty.
© 2002 52
Outi Niininen Consumer loyalty
2.8 Loyalty in a tourism context
The key reasons for an individual indulging in repeat tourism are based on the 
opportunity to reduce the perceived risk o f a holiday, to meet like-minded people, to build 
an emotional attachment towards the destination, i.e. true loyalty, and an opportunity to 
further explore the destination or show it to friends. Furthermore, tourists seeking 
relaxation from their holiday are most likely to return to the same destination (Gitelson 
and Crompton 1984; Pyo, Song, and Chang 1998) and the more familiar tourists are with 
their destination, i.e. habitual tourist or extensive secondary information o f the location, 
the less planning time they require (Cook and McCleary 1983; Etzel and Wahlers 1985). 
The destination image is formed during the tourist’s first visit to the destination and this 
image is only re-emphasised during further visits to the same location (Oppermann 1997). 
First-time visitors also have a tendency to experience more o f the destination, visit more 
attractions and generally seek variety and culture from their holiday experience whereas 
the repeat visitors aim for a relaxing holiday (Pyo, Song, and Chang 1998).
The general trends that can either increase or decrease the probability o f a tourist to 
becoming loyal towards a destination are summarised in the Table 2.2. Some of these 
characteristics are inherent to the individual, others are present in society; the common 
denominator is that they either encourage or discourage the propensity o f an individual to 
become loyal towards a holiday destination.
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Table 2.2 Factors influencing loyalty in tourism
FACTORS DISCOURAGING FACTO RS ENCOURAGING
L O Y A L T Y  IN TOURISM L O Y A L T Y  IN TOURISM
- More destination choices - For high involvement products
- Greater mobility consumers tend to choose from a
- Greater travel convenience narrower selection
- Greater awareness o f competing - Less time to shop around
tourist destinations Stronger destination images
Stronger advertising o f tourism - Investment in better product quality
products More emphasis on customer targeting
- New methods in advertising - The intangible nature o f the tourism
attempting to make the product product
more tangible - The importance o f the purchase for
- Natural progression in ‘ tr a v e l the customer
c a r e e r  la d d er ’ - Lifestyle determines the type o f
holiday (r e v e r se  e s c a p is m )
- Ageing population
Source: Niininen and Riley 1998, p. 413
The natural tendency o f NOT returning to the same destination has also been presented in  ^
tourism literature with several references to w a n d e r lu st (Ross 1994) and tou rism  tr a v e l  
c a r e e r  (Hitchcock, King, and Parnell 1994). Furthermore, in a separate study Baloglu and 
Erickson (1998) argued that ‘the tendency for a traveller to switch from one destination to 
another is greater than the tendency to revisit the same destination’ (a s  c i te d  in Pyo, Song 
and Chang 1998, p. 182)
The main reasons which discourage loyal tourism behaviour are the general trends in the 
marketplace where an increasing number o f tourism destinations and products are offered 
to the consumer, therefore the perceived switching costs are lower since people have 
more products to choose from (Raj 1985; Rivers, Toh, and Withiam 1991; Driver 1996). 
At the same time tourists are benefiting from developments in the travel industry: the 
increased individual mobility will have an impact on domestic tourism and short breaks. 
Furthermore, improvements in travel convenience will open up long distance travel even 
for those who previously were unwilling to endure the stress o f such journeys. The 
promotion o f tourism has also changed: increased advertising encourages product 
switching and the introduction o f real time film footage o f the destination over the 
Internet or Disney-style destination videos attempt to make the tourism product a little 
more tangible.
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On the other hand, tourism destinations are now improving their product image and 
branding, for example the Spanish National Tourist Office has adapted a trendy, graphic 
image in their promotions clearly leading the consumers’ attentions away from the 
negative image o f overdeveloped Costas. Furthermore, key towns and destinations like 
Mallorca have all been given a distinct own brand with a clearer focus on customer 
targeting and the actual physical destination has been through an extensive ‘ face lift’ , i.e. 
loyal customers are quality conscious (East et al. 1995a).
Having less time to shop around has been proven to increase loyalty in grocery shopping 
(Denison and Knox 1992) and today’ s busy lifestyle, combined with the experienced 
level of arousal have also been reported to influence the type o f holiday chosen. 
Furthermore, n o v e lty  s e e k in g  in tourism has been associated with a lower propensity to 
return to a holiday destination (Bello and Etzel 1985). The need for novelty is perceived 
to be a fundamental element o f holiday e.g. Crompton (1979) argues that repeat visits to a 
destination are only sought ‘when the tourists is motivated by specific sociopsychological 
motives such as kinship or social interaction’ or anxiety avoiding (a s  c i te d  in Bello and 
Etzel 1985, p. 21). In other words, n o v e lty  s e e k in g  is seen as the opposite o f lo y a l  b u y in g  
b e h a v io u r  in destination selection. Therefore, research into novelty seeking behaviour can 
add to the understanding o f destination loyalty. Given that n o v e lty  s e e k in g  behaviour is an 
outcome of maintaining optimal individual levels o f stimulation this general propensity to 
moderate stimulation levels can be used to study novelty (and loyalty).
\
Each individual has their own o p tim a l stim u la tio n  le v e l  (O S L )  which is the overall level 
o f stim u la tio n  (degree of novelty, change, uncertainty, conflict and complexity) each 
person prefers, hence the work environment o f an individual can determine the degree o f 
variety seeking when taking a holiday (r e v e r s e  e s c a p is m )  (Bello and Etzel 1985; Lee and 
Crompton 1992; Menon and Kahn 1995). For example, subjects with a hectic work 
environment may require a relaxing holiday to balance the total amount o f perceived 
stimulation.
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Higher p e r c e iv e d  r isk  involved with the s e r v ic e  p r o d u c t  (and especially tourism) can lead 
to stronger loyalty when loyalty is seen as a risk-reduction strategy for the tourists 
(Snyder 1991; Rowley and Dawes 2000). Therefore, the unique nature o f the tourism 
product (high involvement, high perceived risk) encourages repeat tourism (Gitelson and 
Crompton 1984; Dick and Basu 1994) as well as the importance o f the holiday (a 
relatively large investment for an annual experience) (Pritchard and Howard 1997). 
Finally the demographic trend o f an ageing population further encourages loyalty since 
Uncles and Ehrenberg (1990) were able to demonstrate that older consumers choose 
goods from a narrower band.
Loyalty research in tourism is attractive since the product under focus is purchased 
regularly but infrequently, and constitutes a large part o f the consumers’ household 
budget but is not a consumer durable. This can lead to a ‘ fiercely loyal following even 
though the customer’s loyalty is cashed in less often’ (Exter 1986, p. 33). Therefore, the 
type o f loyalty being sought is unrelated to daily life and carries a long life-span. 
Moreover, for a high involvement product (such as tourism) the actual product 
consumption (the holiday) offers the customer more satisfaction than any loyalty scheme 
incentive ever could (Dowling and Uncles 1997), which undermines the value o f such 
schemes for tourism business.
From the foregoing discussion, the following ideas contribute to the thesis:
• Loyalty research is relevant for tourism destinations, especially when considering 
the characteristics o f the tourism product
• Behavioural measures will be difficult to define and investigate due to the 
infrequency of holidays (for the main holiday o f the year)
• A loyalty programme would not be an appropriate recommendation for a tourism 
destination
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2.9 Conclusions and implication for the final study
This chapter has reviewed the current theory o f consumer loyalty and one o f the 
conclusions is that there is a great deal o f confusion regarding what consumer loyalty 
actually means. This study adopts the s tr ic t  c o n c e p tu a l d efin itio n  that includes both 
b e h a v io u r a l and attitu din al components o f loyal buying behaviour, which improves the 
accuracy o f research findings and also differentiates between spurious and latent loyalty. 
The tourism product is an interesting arena for loyalty research since the product under 
investigation is intangible, relatively expensive, purchased infrequently and can have 
extreme importance attached to it. This type o f product is likely to attract very strong 
loyalty as well as a clear correlation to demographic variables and once loyal attitude has 
been established it is perceived as fairly consistent over time (Dekimpe et al. 1997; 
Bloemer, de Ruyter, and Wetzels 1999). Tourism loyalty can also be seen as. the opposite 
o f variety seeking behaviour in tourism; hence the issue o f v a r ie ty  s e e k in g  is discussed in 
more detail in the th e o r y  o f  m e th o d o lo g y  part o f this thesis.
However, it must be reiterated that any research into tourism destination loyalty is 
problematic since brand loyalty as behaviour cannot be generalised across product 
categories (Charlton 1973) and the relationship between customer evaluations and loyal 
behaviour between different industries is ‘neither linear nor simple’ (Cronin and Taylor 
1992; Parasuraman, Zeithaml, and Berry 1994; Jones and Sasser 1995). To conclude, this 
study has a unique focus and it should be treated as exploratory research. The next 
chapter will outline the role attitudes play in loyal buying behaviour.
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Attitudes and behaviour
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3.1 Introduction
This part o f the literature review will focus on past research into attitudes and how they 
direct human behaviour (and ultimately consumer loyalty). A positive attitude towards an 
object combined with behavioural consistency would satisfy the requirements o f the 
lo y a lty  c o n c e p t  (Jacoby and Chestnut 1978). Therefore the following further analysis o f 
attitudes and how they direct consumer behaviour is a necessary part o f this study.
Attitudes are a key component o f social psychology to the extent that in 1918 Thomas 
and Znaniecki actually defined social psychology to be the study o f attitudes (a s c i te d  in  
Regan and Fazio 1977, p. 28). Attitudes may not be considered as the sole component of 
social behaviour any longer but they are still regarded as an important element in the 
understanding and predicting o f human behaviour (Scott 1968; Regan and Fazio 1977; 
Foxall 1986; Eagly 1992). Furthermore, attitudes assist in inteipreting human behaviour 
and once the origins o f any phenomenon are known, it is easier to explain the issue 
(Neulinger 1974; McDougall and Munro 1997).
Attitude could be defined as ‘an association in memory between a given object and one’s 
evaluation o f that object’ (Fazio 1990, p. 81). An attitude ‘provides a ready aid for sizing 
up objects and events in the environment’ (Smith et al 1956, p. 41 a s c i te d  in Fazio 1990, 
p. 80). Each time an object is encountered, the attitude will guide the p e r c e p t io n  and 
in terp reta tio n  o f this object (Fazio 1990) as well as the e v a lu a tio n  o f the object (Eagly 
1992). In other words, without attitudes it would be difficult to evaluate and understand 
events, make decisions and make sense o f the stimuli in everyday life (Gross 1996).
Attitude and the A ttitu d e -B e h a v io u r  (A -B )  lin k  have been a central part o f social 
psychology for decades (Fazio 1990). However, the researchers’ view of the, role o f 
attitudes has varied from the early scepticism (e.g. Wicker 1969; LaPiere 1934: Corey 
1937 a s  c i te d  in Fazio 1990, pp. 75-76) to more recent optimistic findings (e.g. Fazio and 
Zanna 1981 a s  c i te d  in Fazio 1990, pp. 75-76). One reason for varying accounts o f A-B 
consistency could be the large number o f different operational measures used in past 
research: from 1968 to 1970 some 500 different attitude measures were used to study the 
A-B link and 70% o f these studies reported differing results (Fishbein and Ajzen 1975).
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This part o f the literature review has the following structure: attitudes and their functions 
are introduced, followed by the analysis o f the Attitude-Behaviour (A-B) link and the role 
attitudes play in loyal buying behaviour.
3.2 What is an attitude?
An attitude is a Teamed predisposition to respond in a consistently favourable or 
unfavourable maimer with respect to a given object’ (Fishbein and Ajzen 1975, p. 6). 
Traditionally attitudes are seen to include three main components: c o g n it iv e  (belief, 
current knowledge or an idea), a ffectiv e  (feelings, likes and dislikes) and c o n a tiv e  
(behavioural);' the above is also known as the ABC model o f attitudes (Solomon, 
Bamossy, and Askegaard 1999). However, these three elements o f attitudes do not 
necessarily correlate all the time (Foxall 1986) and out o f these three components, the 
feelings expressed towards an object (affective) are the most distinct characteristic o f an 
attitude. Affect also enables the differentiation between attitudes and other related 
concepts (Iso-Ahola 1980; Foxall 1986).
The three-component model o f attitudes has been criticised to ‘obscure the A-B 
relationship’ (Chaiken and Stangor 1987, p. 577) and some researchers have excluded the 
conative component from their analysis (Chaiken and Stangor 1987). Fishbein (1967) and 
Thurstone (1946) advocated the use o f only the affective component o f attitudes as a 
measure for total attitudes (a s  c i te d  in Ragheb and Beard 1982, p. 156). Furthermore, 
when Bagozzi and Bumkrant (1985) analysed the data by Fishbein and Ajzen (1975) the 
outcome was that ‘the affective-cognitive model achieved convergent discriminant and 
predictive validity while the one-component model failed to achieve even convergent 
validity’ (a s  c ite d  in Chaiken and Stangor 1987, p. 578). To conclude, there is no definite 
judgement on whether the one, two or three component model is the best to predict any 
A-B relationship (Chaiken and Stangor 1987).
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An attitude is different from b elie fs , in ten tio n s and b e h a v io u r s  (Fishbein and Ajzen 1975) 
but is based on p e r c e p t io n , previous lea rn in g , n o r m s  and m o tiv a tio n  (Mayo and Jarvis 
1981). Attitudes could be seen as a ‘ sub-class’ o f m o tiv e s  since attitudes have both 
affective and action components compared to an o p in io n  which is only a verbal 
manifestation o f an attitude (Scott 1968). Attitudes are always related to a specific object 
whereas v a lu es  are expressed as more general in nature (Neulinger 1974). Attitudes have 
an affective component, which makes them a separate construct from cognitions and 
beliefs. They can also be differentiated from h a b its  since there are other means to exhibit 
attitudes than just the observed behaviour.
3.2.1 Value system
Specific attitudes can be organised in a hierarchy and this forms the value system (Katz 
1930). A value is a ‘belief o f a desirable end-state’ (Solomon et al 1999, p. 104), values 
can also direct behaviour but differ from attitudes since they are more general in nature 
(Solomon, Bamossy, and Askegaard 1999). Values have the following characteristics: 
general beliefs o f d e s ir a b le  b e h a v io u r  and e n d  g o a l s , an evaluation o f ‘good’ and ‘bad’ , 
and they offer the individual some ‘ standards’ for justifying opinions and evaluating 
behaviour (Hogg and Vaughan 1995). Before more detailed analysis o f attitudes and 
consumer loyalty is possible it is important to briefly explain another key feature o f 
psychology, namely p e r s o n a l ity  tr a its :
3.2.2 Personality traits
Every personality is unique, yet there are common characteristics amongst individuals’ 
psychological profiles. These commonalities could be reduced to two types o f traits', 
c o m m o n  tra its that prevail amongst individuals from the same cultural/ethnic/linguistic 
background, and in d ivid u a l traits that are personal dispositions and therefore unique. 
These individual traits can be further divided into ca rd in a l traits (commonly present in 
most individuals to some extent e.g. greed or ambition), c e n tra l traits (basic building 
blocks o f personality that influence the way each individual interacts with the world, e.g. 
loving, honest, carefree) and s e c o n d a r y  traits (less consistent and not as influential as 
central traits, e.g. tastes and preferences) (Gross 1996).
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The next part addresses characteristics that are often confused as being an attitude 
although they are merely building blocks o f attitudes: beliefs, opinions and feelings
3.2.3 Beliefs, opinions and feelings
To avoid confusion; beliefs, opinions and feelings are also described here briefly. Beliefs 
are predispositions based on facts, personal experience, observations or logical reasoning 
and accepted as a truth by the individual (Bagozzi 1978). Beliefs link an object to an 
attribute relevant to that object, e.g. ‘holiday’ -  ‘relaxation’ (Gross 1996). Beliefs do not 
possess the evaluative judgement attitudes, they just represent the factual information an 
individual has about any issue whereas opinions are not necessarily based on factual 
evidence. Therefore, beliefs can also be inaccurate or incomplete (Kardes 1999). Most 
beliefs are relatively permanent but the individual may not regard some beliefs as 
important to their daily life (Mayo and Jarvis 1981).
Feelings are an emotional predisposition (Bagozzi 1978) which is fairly durable, can be 
intense and not necessarily supported by facts (Neulinger 1974; Iso-Ahola 1980; Mayo 
and Jarvis 1981). ‘We can think o f feelings as sentiments, opinions as impressions and 
beliefs as reflections o f personal values. Attitudes, then, can be any type o f conviction - 
weak or strong, long lasting or temporary - based on fact or emotion’ (Mayo and Jarvis 
1981, p. 180). To conclude, ‘all attitudes include beliefs but not all beliefs are attitudes’ 
(Katz 1930, p. 168), In other words, to have an attitude there needs to be an object, the 
individual needs to have feelings about the object and a desire to take action regarding 
this object (Neulinger 1974).
The relationship between these concepts is explained in Figure 3.1:
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Figure 3.1 Conceptualisation of leisure attitude
t  T  T *
= influence 
= feedback
Source: Based on Iso-Ahola 1980, p. 253
The above conceptualisation identifies the general antecedents (e.g. norms and past 
experiences) and how they give rise to beliefs. There is a hierarchy between beliefs, 
attitudes and values: an average adult can have thousands o f beliefs, hundreds of attitudes 
and only a few dozen values (Hogg and Vaughan 1995; Gross 1996). The values are 
needed for converting beliefs into attitudes, here values offer the individual a sense o f 
what is a desirable outcome (term in a l v a lu e s) and what is a desirable way to achieve 
these end-outcomes (in stru m en ta l v a lu e s) (Gross 1996). For example, a desire for a 
holiday could be initiated by the belief that a holiday is a relaxing experience. These 
beliefs are directed by the term in a l va lu e  o f being a ‘happy and content individual’ and to 
achieve this the person needs to nurture the ‘ self (in stru m en ta l v a lu e). This gives rise to 
the positive attitude towards a holiday, and provided that there are no situational 
constraints, an in ten tion  to go on a holiday leads to the actual holiday experience.
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It must be emphasised that once the beliefs are in tr in sica lly  motivated, the person is more 
likely to participate in such behaviour. For most people a holiday will produce in trinsic  
r e w a r d s  - the person develops beliefs, and attitudes, o f the positive outcomes o f a 
holiday. Even when the individual holds several beliefs o f a holiday, an attitude is based 
on just a few salient beliefs (Iso-Ahola 1980).
The beliefs can be acquired through three key sources: (1) the informational beliefs are 
based on external data sources such as newspapers, (2) descriptive beliefs are based on 
observation and direct experience, and (3) inferential beliefs are the outcome of logical 
reasoning (Fishbein and Ajzen 1975). An individual’ s beliefs are unique, yet there are 
some universal tendencies: for example, beliefs about social institutions are fairly stable 
whereas beliefs concerning the outcome o f behaviour are short-term. The process o f 
forming an attitude takes place very quickly and requires little, if any, cognitive 
processing: once the individual learns that an object is linked with certain attributes they 
can form an attitude towards the object (Iso-Ahola 1980).
In conclusion, the following key characteristics make a ttitu d es unique from other 
constructs: attitudes have d ir ec tio n  (either positive or negative feelings about the object); 
m a g n itu d e  (the extent o f these positive or negative feelings); a m b iv a le n c e  (each attitude 
can have both positive and negative components); in ten sity  (the strength o f feeling 
towards the object); s a lie n c e  (how readily the attitude is expressed by the individual); 
o v e r tn e s s  (the action tendency o f an attitude); and finally, e m b e d d e d n e s s  (to what extent 
the attitude exists in isolation or is connected to other attitudes) (Scott 1968).
From the foregoing discussion the following ideas contribute to the study:
• An attitude towards destination loyalty can be used as a measure for p s y c h o l o g ic a l  
a tta ch m en t
• The attitude measure should include a combination o f affective, behavioural and 
cognitive statements
• An attitude towards destination loyalty included in the destination loyalty 
instrument will differentiate loyalty from habitual behaviour
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3.3 The functions of attitudes
Attitudes have four specific functions and people maintain their attitudes for these reasons 
(th e  fu n c t io n a l th e o r y  o f  a ttitu d es): (1) instrumental, (2) ego-defensive, (3) value- 
expressive and (4) knowledge functions (Howard and Sheth 1968; Snyder and DeBono 
1989) which are explained in more detail below:
Utilitarian Function (also known as in stru m en ta l or a d ju stiv e  fu n c t io n ) is a ‘means to an 
end function’ (Kardes 1999, p. 237) and it is related to the principle of punishment or 
reward (Katz 1930). In other words, if the consumer was satisfied with the product in the 
past, he/she is more likely to hold a positive attitude towards this product. Therefore, a 
successful holiday in one destination is likely to result in a positive attitude towards that 
location. However, this one attitude will not necessarily determine whether the individual 
will become a loyal tourist - there could, for example, be a conflicting, attitude against 
repeating a destination choice.
Ego-defensive function of attitudes is the ‘ classic psychodynamic defence mechanism’ 
(e.g. denial, repression and projection) as identified by Freud (Snyder and DeBono 1989, 
p. 340; Kardes 1999). The main role o f ego-defensive attitudes is to protect the 
individual from negative sentiment by replacing feelings o f doubt with confidence and 
security. Such attitudes are activated when the individual feels frustrated or threatened 
(Katz 1930; Kardes 1999; Solomon, Bamossy, and Askegaard 1999; Schiffman and 
Kanuk 2000) and it is also the most researched type o f attitude function (Snyder and 
DeBono 1989). A tourist guided by the ego-defensive function o f attitudes may be very 
critical about the environmental effects o f the tourism industry but at the same time value 
an overseas holiday for recuperation.
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Value-expressive attitudes are based on the individual’s c e n tra l v a lu e s , life sty le  and s e l f -  
c o n c e p t . These attitudes assist in communicating individual traits, interests and 
preferences to create the desired image o f the person concerned. The value expressive 
attitudes are aroused by cues directed to the value system (Katz 1930) and direct 
consumers to purchase products that convey the desired image o f this person (Solomon, 
Bamossy, and Askegaard 1999; Kardes 1999; Schiffman and Kanuk 2000). For example, 
certain tourism destinations (some long haul destinations) or holiday types (a cruise or 
all-inclusive holiday) could be a statement o f a successful lifestyle (e.g. a cruise to 
Martinique). Equally, a backpacking holiday could be an expression o f the green values 
o f the holidaymaker.
Knowledge function of attitudes aims to guard the individual against unlimited data flow 
and to impose some structure on the data considered. This function is activated when the 
individual is faced with ambiguity and uncertainty with the aim o f using prior knowledge 
in interpreting the situation. In other words, the individual has a need to understand the 
stimulus (Katz 1930; Snyder and DeBono 1989; Kardes 1999; Solomon, Bamossy, and 
Askegaard 1999; Schiffman and Kanuk 2000). Any tourist trying to select a travel 
destination will probably be using this function o f attitudes when they evaluate different 
destinations (Um and Crompton 1990). In this evaluation, the person will use any 
information available for them to b u ild  a  c o m p le te  im a g e  for the destination (i.e. the 
destination becomes a ‘g e s t a l t ’, Gestalt -  whole) (Um and Crompton 1990; Solomon, 
Bamossy, and Askegaard 1999).
To change an attitude, the specific function it serves must be identified and this issue 
addressed (Snyder and DeBono 1989). Each individual perceives each product uniquely. 
This is why the same product may activate totally different attitude functions in a group 
o f individuals and any product promotion should take into consideration how the product 
is perceived by its likely buyers (Snyder and DeBono 1989; Schiffman and Kanuk 2000). 
However, this study is not concerned with changing tourists’ attitudes towards 
destinations but rather with how attitudes influence destination selection (and loyalty). 
Therefore, there is a need to consider the A-B relationship.
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3.4 How do attitudes moderate behaviour?
It is difficult to explain the exact impact attitudes have on specific behaviour since the 
researchers have to rely on the subject’ s o b s e r v e d  b e h a v io u r  and e x p r e s s e d  attitu de  
sta tem en ts . However, there are some generally accepted principles o f the A - B  c o n s is te n c y  
(Gross 1996). Attitudes give the object a ‘ label’ and based on the category under which 
the label is, some general rules o f interpretation are applied to such attitude objects 
(Malim and Birch 1998). This means that attitudes direct the initia l p e r c e p t io n  and 
in terp reta tio n  o f the stimuli, and in so doing influence the cognitive processes o f 
decision-making. Attitudes are present in the memory and the greater the accessibility o f 
the attitude the stronger influence it has on behaviour. The attitude accessibility is 
increased by greater p e r s o n a l  e x p e r ie n c e  (or more information) o f the attitude object 
(Gross 1996). However, attitudes are only one determinant o f behaviour (a predisposition 
to behave in a specific manner) (Gross 1996). Some of the factors influencing the A-B 
consistency are discussed in more detail below:
3.4.1 A spontaneous processing model of the A-B relationship
In psychological terms, h a b it is learned behaviour that is the result o f automatic responses 
to situations that can lead to the desired outcomes (Verplanken et al. 1998). A great deal 
o f daily social behaviour is spontaneous by nature (Elliott and Hamilton 1991) and 
moderated by the person’s perception o f the immediate situation they encounter the 
attitude object in. In other words, everyday encounters can be ambiguous and any form o f 
social stimuli can have several meanings. Therefore, the perception (and especially 
interpretation) o f the situation can alter behavioural outcomes. Social norms are a further 
moderating factor (Fazio 1990).
There is an added complication with the perception and attitude relationship since one o f 
the functions of attitudes is to assist the individual in classifying and interpreting data that 
would otherwise seem chaotic. Furthermore, attitudes determine which stimuli the 
individual will see or hear and therefore guide the basic perception at the very earliest 
stage of any decision-making process. The outcome o f the attitude activation process is a 
selective perception (Fazio 1990). The Figure 3.2 demonstrates the A-B process:
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Figure 3.2 The A-B Process
Source: Fazio 1990, p. 84
It is important to note that the A-B sequence described above does not require deliberate 
evaluation and that the behaviour is simply an outcome of ‘a definition o f the event that 
has been biased by the automatically activated attitude’ (Fazio 1990, p. 84). A strong 
association between attitude and the object ‘renders the attitude capable o f being activated 
spontaneously and automatically’ (Eagly 1992, p. 696). This automatic activation is 
possible with a wide range o f attitudes, which will result in a biased perception o f the 
object (Eagly 1992). Automated decision-making is also possible when there is no pre­
existing attitude towards the object when strongly held beliefs about the likely outcome of 
behaviour would create action. Furthermore, the more accessible the attitude is from 
memory, the stronger the connection with the attitude object and the more spontaneous 
the evaluation of this object (Fazio 1990).
© 2002 80
Outi Niininen Attitudes and behaviour
3.4.2 Deliberate processing models of the A-B relationship
The deliberate A-B processes require effort from the individual when the person needs to 
be motivated for such an important decision (Fazio 1990), most commonly this type o f 
behaviour is reserved for new situations or when the p e r c e i v e d  r isk s  are high (Ajzen 
1991; Verplanken et al. 1998). These models aim to understand and predict human 
behaviour where much of the behaviour can be predicted simply by asking the respondent 
whether they intend to participate in the nominated behaviour (Ajzen and Fishbein 1980; 
Ajzen and Driver 1992; Ha 1998). In te n tio n s  were considered a valid measure for 
behaviour since they cover the motivational factors behind behaviour and illustrate how 
hard any individual is prepared to work towards achieving the behaviour. They also 
capture the effort included in planning the behaviour and are therefore ‘ one immediate 
antecedent o f actual behaviour’ (Ajzen and Driver 1992, p. 209).
The most commonly cited examples o f how attitudes influence deliberate and planned 
social behaviour are the th e o r y  o f  r e a s o n e d  a c tio n  (T R A ) (Fishbein and Ajzen 1975; 
Ajzen and Fishbein 1980; Sarver 1983; Sheppard, Hartwick, and Warshaw 1988; 
Madden, Scholder Ellen, and Ajzen 1992; Sideridis, Kaissidis, and Padeliadu 1998) as 
well as the th e o r y  o f  p la n n e d  b e h a v io u r  (T P B ) (Ajzen 1991; Madden, Scholder Ellen, and 
Ajzen 1992; Ajzen and Driver 1992; Parker, Manstead, and Stradling 1995). These two 
models focus on deliberate decision-making where the individual evaluates the positive 
and negative outcomes o f behaviour (both TRA and TPB) and the extent to which the 
individual has the skills and resources to complete such action (TRA only). However, it 
must be noted that by repeating behaviour with satisfactory outcomes this behaviour 
looses it reasoned characteristics and it becomes more like a habit (Verplanken et al. 
1998; Solomon, Bamossy, and Askegaard 1999; Schiffman and Kanuk 2000).
Although these two models are the most cited examples o f deliberations from attitudes to 
actual behaviour, Bagozzi (1984, 1985) concluded that they are ‘just one o f a number of 
unidimensional and multidimensional expectancy-value formulations that could be used 
to represent attitudes’ (a s  c i te d  in Chaiken and Stangor 1987, p. 587) and are therefore 
not a key focus of this study.
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3.5 What moderates the A-B relationship?
Some of the attitude characteristics that may influence the A-B relationship and 
consistency are presented briefly below (Fazio and Zanna 1978):
3.5.1 Personality factors
There are several types of personality factors that influence the A-B relationship, for 
example, self-monitoring, moral reasoning levels, self-consciousness and self-image 
(Regan and Fazio 1977; Fazio 1990). For example, when the respondent recognises the 
dominance o f a specific personality trait in themselves, their behaviour is more consistent 
with that trait, e.g. when trait conscientiousness dominates, the subject is more likely to 
respond positively to a destination’ s litter control measures. Furthermore, subjects with a 
heightened awareness o f themselves in a specific purchase situation are more likely to be 
involved in high involvement decision-making and engage in more rational decision­
making.
3.5.2 How the attitude was formed
Attitudes based on direct experience with the object result in ‘ stronger object evaluation 
association’ (Fazio e t  a l 1982 a s  c i te d  in Chaiken and Stangor 1987, p. 586) and are a 
better predictor o f future behaviour. Moreover, attitudes based on past experience are 
better defined and held with more confidence (Regan and Fazio 1977; Smith and 
Swinyard 1983; Allen, Machleit, and Schultz Kleine 1992). The reasons for such an 
argument could be twofold: own experience o f the attitude object will result in more 
information about the object as well as a different information processing system that will 
result in a stronger attitude.
Furthermore, the more times the individual is exposed to an attitude object, the stronger 
attitudes they are likely to hold o f that attitude object. This is due to the m e re  e x p o su r e  
e ffe c t where repeated exposure to any object strengthens the individual’ s response to that 
situation (whether positive or negative response). Similarly, attitudes can gain in strength 
through c la ss ic a l c o n d itio n in g  where repeated exposure to one stimulus that is associated 
with another previously neutral stimulus can ‘ label’ this neutral stimulus (Malim and 
Birch 1998). For example, memories o f happy holidays in early childhood (coincidentally
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in just one holiday destination) may be the reason for a positive attitude towards repeated 
holidays in general. Moreover, in stru m en ta l c o n d itio n in g  (systematic rewards 
/punishments for past behaviour) can also strengthen or weaken an attitude (Malim and 
Birch 1998). In this situation, reward could be in the form of positive interactions with 
other loyal tourists and local residents, hence creating a positive attitude towards repeated 
holidays. To summarise, attitudes based on past visits to a destination are a good predictor 
o f future behaviour.
3.5.3 Social factors
The social context can also influence personal attitudes ( s o c ia l  a n c h o rin g ), hence 
behaviour will be very predictable in particular social settings (Regan and Fazio 1977; 
Mayo and Jarvis 1981) where behaviour is altered due to various social cues concerning 
the appropriateness o f overt actions in that social setting. To what extent an individual’ s 
behaviour is altered depends on the level o f s e lf -m o n ito r in g  (Snyder and Decker Tanke 
1976). For example, the individuals with high self-awareness levels can perform tasks 
differently if they feel their behaviour is likely to be scrutinized by peers (Hogg and 
Vaughan 1995). In other words, subjects with very high self-monitoring levels exhibited 
lower A-B consistency since lower self-monitoring levels are associated with more easily 
accessible attitudes (Fazio 1990). However, leisure behaviour is rarely influenced by peer 
pressure due to the fact that most o f the urban leisure is non-controversial (Murphy 1975).
3.5.4 Other factors
The A-B relationship can also be obscured by other attitudes activated by the object or the 
individual’ s perceived competence to complete the behaviour. The th e o r y  o f  r e a s o n e d  
a c tio n  (TRA) aims to explain the relationship between attitudes and behaviour. The new 
contribution by this theory to the understanding o f the A-B relationship is that the 
individual will evaluate his/her own potential success before commencing the behaviour. 
This assessment of own competence is based on past experiences o f similar situations and 
influences the end-behaviour (Assael 1998; Schiffman and Kanuk 2000).
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A further factor in the role o f attitudes in buying behaviour is the characteristics o f the 
product to be purchased: by definition h igh  in v o lv e m e n t products attract greater 
evaluation o f the product features than lo w  in v o lv e m e n t products. Fazio (1990) developed 
a theory that linked the product involvement to the A-B relationship: the MODE model 
explains how ‘Motivation and Opportunity are the key Determinants o f the manner in 
which attitudes guide behaviour’ (Kardes 1999, p. 118). According to this model, the 
motivational levels are high when the behaviour at hand is directly relevant to the 
individual (h ig h  in v o lv e m en t) and opportunity is high when the subject has time for 
deliberations. Once both motivation and opportunity are high, the decision-making is 
more conscious, behavioural intentions are formed and the end-behaviour is more 
deliberate. However, if either motive or opportunity is low, the subject is more likely to 
rely on existing attitudes in decision-making (Fazio 1990; Kardes 1999).
However, according to the MODE model, social norms and the subject’s interpretation of 
the situation can ‘override’ attitudes. Such an event can occur with no effort and 
unintentionally as well as through highly deliberate thought processes (Kardes 1999).
Furthermore, the sequence of decision-making is different for high and low involvement 
purchases: for h igh  in v o lv e m e n t goods the sequence is b e lie fs  => ev a lu a tio n  => 
b e h a v io u r ; and for the lo w  in v o lv e m e n t purchases the sequence is b e lie fs  => b e h a v io u r  
=> e v a lu a tio n  (Assael 1998). Therefore, the characteristics o f the product to be 
purchased influence the whole decision-making process the individual is engaged with. 
Tourism is typically a h ig h  in v o lv e m e n t product, the reasoning for such classification was 
offered in chapters 2.7 and 2.7.1.
To conclude, any past behaviour, and the outcome o f it, will effect the attitude (Regan 
and Fazio 1977; Foxall 1986; Rowley and Dawes 2000). This again emphasizes how 
attitude is an appropriate way to address destination loyalty measurement.
©2002 84
Outi Niininen Attitudes and behaviour
3.6 The A-B consistency
The literature suggests that much of the previous poor A-B consistency could be due to 
the differing levels of specificity i.e. when the attitude is measured at a very g e n e r a l level 
and these results are used to predict a very sp e c if ic  type o f behaviour (Fishbein and Ajzen 
1975; Borgida and Campbell 1982; Fazio 1990; Ha 1998). Furthermore, attitude 
activation is initiated by the individual’ s perception o f the situation and this interpretation 
o f the object may be responsible for some of the A-B inconsistencies (Fazio and Zanna 
1978; Mayo and Jarvis 1981; Smith and Swinyard 1983); a private attitude may not result 
in public behaviour; and sometimes changes in attitudes do not result in a change o f 
behaviour, e.g. some habits (Snyder and Kendzierski 1982). A good A-B consistency 
should be expected when the overt behaviour is perceived to be relevant to the attitude, 
when behavioural intentions are considered and both attitude and behaviour are measured 
at the same level o f specificity (Greenwald 1989).
Direct experience or involvement with the attitude object also increased the A-B 
consistency e.g. students who had direct experience o f the attitude object had a greater A- 
B consistency. Regan and Fazzio (1977) used two separate experiments to illustrate this 
finding. The first study compared the A-B link o f students with problems in finding 
accommodation with students placed in halls o f residence and the second study allowed 
some students to experiment with intellectual puzzles and their A-B measures were 
compared with a groups who only had second-hand information about these puzzles. 
Regan and Fazio concluded that once an attitude is based on personal experience that 
attitude becomes ‘more clearly and confidently held’ (Regan and Fazio 1977, p. 41) and 
the individual becomes more motivated to act consistently with this attitude (Fazio and 
Zanna 1978).
The A-B consistency also depends on the c en tra lity  o f the attitude, i.e. how closely the 
attitude is linked with the general v a lu e  s y s te m  o f an individual (Mayo and Jarvis 1981). 
In other words, attitudes based on previous, first-hand experiences are held more centrally 
and with greater confidence. Therefore, personal experience with the attitude object 
allows greater and easier access to memoiy. Furthermore, the person is also more 
confident about the outcome o f their behaviour. The attitudes that are activated more 
quickly are presumed to be more powerful (Chaiken and Stangor 1987). Moreover,
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attitudes direct thinking and data that supports existing attitudes are easier to remember 
(Chaiken and Stangor 1987). Finally, only an attitude that is activated can control 
behaviour (Eagly 1992).
The problems with attitude measurement can be grouped under five main categories: (1) 
the definition o f the object is unclear and perceived differently by each individual, (2) it is 
difficult to separate the attitude objects in everyday life (i.e. is a destination considered 
‘undesirable’ because of old fashioned architecture or due to high average age o f the other 
holidaymakers?), (3) the instruments used to measure such complex phenomena do not 
capture the true attitudes o f the respondents, (4) the definitions o f attitudes are sometimes 
vague and the understanding o f the attitude functions are not thoroughly appreciated 
(Coakes and Steed 1999), or (5) the attitude measure used was purely a verbal response to 
a question when previous experience with the issue was not controlled (Regan and Fazio 
1977; Greenwald 1989). Hence a triangulation approach to research is recommended.
However, ‘attitudes have been shown to be a useful predictor o f overall preferences’ (Um 
and Crompton 1990, p. 436) since there is empirical evidence (mainly based on survey 
studies) to demonstrate a strong A-B relationship: for example a correlation o f .58 
between an attitude towards organ transplants and the willingness to become a donor; 
correlations from .52 to .67 between leisure attitudes and leisure behaviour; some studies 
claimed that the A-B consistency could be as high as .80. The high A-B correlations for 
leisure products may be explained by the fact that leisure activities are predominately 
motivated by in trin sic rewards, e.g. feelings o f satisfaction (Iso-Ahola 1980). In other 
words, the A-B link is consistent for in trin sic behaviour and leisure tourism falls into this 
category (Regan and Fazio 1977; Iso-Ahola 1980).
Iso-Ahola (1980) argues that there is a linear relationship between attitudes and 
consecutive behaviour which is both ‘ significant and positive’ for a leisure product (p. 
268). However, this linear relationship is not perfect and leisure attitudes do not 
necessarily predict the outcome behaviour but a high positive attitude towards an activity 
does increase the propensity o f an individual participating in this activity. Furthermore, 
attitudes can also be used to summarise the individual’ s past leisure behaviour (Murphy 
1975).
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H ig h  in v o lv e m en t (or commitment) behaviour is usually concerned with high perceived 
economic, psychological or social costs (i.e. a holiday) and according to Smith and 
Swinyard (1983) consumers are less likely to make a high involvement decision without a 
strongly held favourable attitude. As before, a positive attitude towards a brand is more 
likely to result in purchase o f that brand. In other words, repetitive tourists are likely to 
have a strongly held positive attitude towards either the repetitive holiday behaviour or 
the destination they have frequented in the past. Individuals with past experience o f the 
destination have a stronger A-B consistency when compared to people who just have 
secondary information about the destination (Iso-Ahola 1980). Furthermore, ‘a number of 
research studies have assessed the intensity o f attitudes towards travel in general and 
found them strong’ (Mayo and Jarvis 1981, p. 188).
However, for h a b itu a l b e h a v io u r  the A-B consistency is expected to be low since habitual 
behaviour is fairly autonomous and independent o f attitudes. Furthermore, an attitude 
change may occur at the same time when habitual behaviour is continued and this may 
result in A-B inconsistency. In other words, the longer the behaviour has been repeated, 
the less likely there is to be any correlation between behaviour and attitude, and the 
weaker the predictive power o f those attitudes. One inteipretation is that the special 
characteristics o f repeated behaviour and attitudes will only emerge when the behaviour 
has been repeated with a frequency o f a minimum of twice per month and with a 
minimum of ten repeats (Ronis, Yates, and Kirscht 1989). However, when a new 
behaviour is being learned, attitudes are a very good predictor (Ronis, Yates, and Kirscht 
1989). It must also be emphasized that these conclusions are based on studies about work 
environment and focus on issues such as productivity. The extent to which these findings 
should be applied to tourism products is questionable, especially when the product 
concerned is purchased infrequently at a relatively high cost. According to Exter (1986, p. 
33) such circumstances will result in a ‘ fiercely loyal following’ .
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From the foregoing discussion the following ideas contribute to the study:
• Attitudes and behaviour must be measured at the same level o f specificity
• Since loyal tourism is based on past experience:
• there should be reasonable consistency between attitudes and behaviour
• attitude towards the destination frequented in the past should be relatively 
strong
• Repeat holidays should attract this ‘ fiercely loyal following’
• Habitual tourists should achieve low A-B consistency
Attitudes can influence both spontaneous and deliberate behaviour: the deliberate 
processes are ‘data driven’ where the individual carefully considers all the facts available 
and potential positive and negative outcomes o f such behaviour (mainly decisions that are 
perceived to be important). The spontaneous process is ‘theory driven’ when the main 
focus is on the attitude towards the object and activating the relevant attitude from 
memory (mainly frequent everyday situations) (Fazio 1990). These two processes are 
discussed below in more detail.
3.7 Attitude strength
Attitudes tend to resist change. However, in some situations attitudes are forced to 
change, e.g. as an outconie o f a traumatic experience or an attitude conflict (Mayo and 
Jarvis 1981). Past behaviour and learning influence the attitude strength and the 
accessibility o f an attitude is determined by this strength, for example, when there is a 
strong association between the attitude and the object, the evaluation o f this object will 
become more spontaneous. In other words, people who have a strong attitude towards the 
object are quicker to respond to the stimuli. This immediate A-B link has been verified by 
several empirical tests, e.g. Fazio, Chen, McDonel and Sherman 1982; Powell and Fazio 
1984; Fazio, Sanbonmatsu, Powell and Kardes 1986 (a ll c i te d  in Fazio 1990, p. 82). 
These automatic processes, i.e. the immediate A-B link, do not require effort from the 
individual. Furthermore, the extent to which attitudes guide behaviour has been 
empirically verified to depend on the object evaluation association strength (Fazio 1990).
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Past direct experience and an increased number o f attitude activations, i.e. repetition, both 
strengthen the attitude, which also leads to greater A-B consistency (Smith and Swinyard 
1983). Furthermore, the presence o f several attitudes regarding the same object produces 
synergy and reinforces these attitudes. The A-B link is also stronger when measuring 
conscious behaviour (not habits) (Verplanken et al. 1998), therefore a tourism destination 
attitude scale will help to differentiate truly loyal vacationers. Attitudes can also be 
strengthened by personal direct experience as well as through social consensus (Mayo and 
Jarvis 1981).
A person’s attitude toward an object can be calculated once the belief strength and a 
general evaluation o f object attributes are known:
n
Ao= Zbiei, where A = attitude toward some object o [2.1]
i=i b = belief i about o
e = evaluation o f attribute i 
n -  number o f beliefs
Source: Fishbein and Ajzen 1975, p. 29
According to this formula an individual’ s attitude toward a holiday can be calculated by 
‘multiplying a person’ s evaluation o f each attribute by subjective probability that the 
object has the attributes in question’ (Iso-Ahola 1980, p. 254). The following table is an 
example o f a calculation of a respondent’s attitude towards a holiday destination:
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Table 3.1 An example of attitude strength calculation (tourism destination)
Attribute Belief strength (b) Evaluation (e) be
Variety of activities
available .80 +4 3.20
Good facilities .60 +3 1.80
Competent personnel .60 +2 1.20
Limited access to
various activities .90 -4 -3.60
TOTAL ATTITUDE STRENGTH +2.60
Source: Iso-Ahola 1980, p. 255
As can be seen from the above example, the tota l a ttitu d e s tr e n g th  can be calculated once 
the a ttrib u tes  and their b e l i e f  s tr e n g th s  have been identified.
To conclude, it has been shown that leisure behaviour can be successfully predicted from 
attitude (Iso-Ahola 1980) and past behaviour accounts towards future holiday intentions 
(Mo, Howard, and Havitz 1993). Therefore, when the attitude is based on personal 
experience with the object, e.g. repetitive holidays, the A-B consistency is significantly 
stronger (Regan and Fazio 1977). Furthermore, when the behaviour is in trin sica lly  
motivated the A-B consistency is higher (Iso-Ahola 1980). In other words, individuals are 
more likely to participate with a leisure or tourism product because they want to, i.e. 
in trin sic  m o tiv a tio n , rather than as an outcome of external pressure, i.e. e x tr in sic  
m o tiv a tio n . The case is even stronger for repetitive holidays, not only are holidays a 
typical intrinsically motivated product but the participant has also had previous 
experience o f the product. Hence the A-B consistency for repeated holidays is expected to 
be strong.
‘Attitudes are essentially stable structures and are not easily modified’ (Foxall 1986, p.
74). Any organisation that embarked on a course o f attempting to change the established
\
attitudes o f their customers would find the exercise costly, time consuming and would be 
unlikely to succeed.
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3.8 Attitudes and consumer loyalty
The loyalty literature recognises the importance o f the composite measures where 
repetitive behaviour is linked with preferential attitude measures (Day 1969; Jacoby and 
Chestnut 1978; Backman and Crompton 1991). These preferential measures can be as 
simple as a preferential statement o f T like brand X ’ . A preference towards the attitude 
object produces a positive cycle of repeated behaviour where the satisfaction o f the 
behavioural outcome further strengthens the existing positive attitude. This strengthening 
of an established attitude can also be achieved through advertising (Dall'Olmo Riley et al. 
1997).
Attitudes are a good predictor for leisure behaviour since typical urban leisure is non- 
controversial. Therefore it is rare to experience social pressure in such leisure situation 
and there is less peer pressure to give ‘politically correct’ answers to leisure attitude 
surveys (Murphy 1975). However, the positive attitude towards an object (brand) does not 
automatically guarantee repetitive behaviour since situ a tio n a l v a ria b les , e.g. norms, 
product availability, could curtail behaviour, hence the number o f respondents with a 
positive attitude towards a brand does not equal the number o f individuals purchasing that 
product. To conclude, a collective measure o f preferential statements towards a brand 
would be a good measure of this products market share (Dall'Olmo Riley et al. 1997).
A conscious consideration o f attitudes before decision-making is thought to be unrealistic 
consumer behaviour when much o f the buying behaviour is simply due to a habit and past 
experience with the brand (Ehrenberg and Goodhardt 1974; Rink 1998; Rowley and 
Dawes 2000). However, the strongest attitudes are an outcome o f personal experience 
with the product and repetitive consumption o f a product will further strengthen the 
relative attitude (Regan and Fazio 1977; Smith and Swinyard 1983; Rink 1998). In other 
words, the attitude towards a brand and number o f purchases has a ‘ distinct positive 
relationship’ (Rink 1998, p. 35).
Past behaviour is a good guide o f future behaviour since repeated behaviours will become 
habits or past behaviour (and a successful outcome o f it) will further strengthen the 
attitude that guides future behaviour. A repetitive association with an object and the 
consecutive evaluation o f this object will result in greater accessibility o f this attitude and
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a higher A-B consistency (Eagly 1992). Furthermore, the frequency o f past behaviour is 
a good indicator o f habit strength and serves as a good predictor o f future behaviour 
(Ouellette and Wood 1998).
From the foregoing discussion the following ideas contribute to the study:
• Tourism loyalty attitudes should be strong since they are based on past experience
• It is rare to experience social bias when predicting future leisure behaviour from 
past leisure behaviour. Hence social desirability bias is not likely to cloud the 
findings of this study
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3.9 Conclusions
A preferential attitude towards a tourism destination is a key requirement for true loyalty 
and attitudes have been shown to be useful predictors of future behaviour (especially if 
combined with indicators o f past behaviour). This fits well within the lo y a lty  c o n c e p t .  
Much of the critique o f the predictive value o f attitudes was due to differing levels o f 
specificity, for example a very general attitude used to predict a very specific type o f 
behaviour (with no success).
With regard to leisure products (and tourism) attitudes have demonstrated a particularly 
high predictive power, possibly due to the in trin sic  r e w a r d s  achieved through such 
behaviour. Furthermore, a high cost and high (perceived) r isk  product purchase is also 
likely to require a positive attitude before any behaviour takes place at all.
There is another argument here which also makes the use o f attitude scales especially 
attractive for this research question, that is the role o f past behaviour in reinforcing 
established attitudes. In other words, once the individual has personally experienced a 
repeat visit to a previously visited destination, and enjoyed it, the future A-B consistency 
is likely to get even stronger. Therefore, the high loyal individuals with repetitive visits to 
a destination are likely to hold very strong positive attitudes towards repeating their 
holiday in that destination again - that is when their destination selection was not ‘ forced’ 
on them by other members o f the travel party.
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4.1 Introduction
One of the key propositions o f this study is that there is a negative association 
between op tim u m  stim u la tio n  le v e l  (O S L ) and destination loyalty, hence the more 
detailed account for OSL. The optimum degree for stimulation is the level where the 
individual ‘ feels neither bored nor overwhelmed’ (Sheth, Mittal and Newman 1999, p. 
351) and the arousal-seeking motive aims to maintain the individual at their optimal 
stimulation level. The idea o f optimum stimulation level (OSL) is that if an individual 
receives too much stimulation he/she will seek ways to reduce this and vice versa if 
he/she is deprived o f stimulation the person seeks for opportunities for increased 
variation (Zuckerman et al. 1964). In the tourism context this would mean that the 
preferred environment type for each individual is based on their OSL (Mehrabian and 
Russell 1973; Mehrabian and Russell 1974) and people seeking variety and new 
experiences are more likely to visit a different destination each time they travel 
(Oppermann 1997). To summarise, the OSL ‘ is a measurable dimension o f behaviour 
and one that is reflected in certain personality characteristics’ (Garlington and 
Shimota 1964, p. 919).
This chapter o f the theory o f methodology has the following internal structure: the 
role o f stimulation in everyday life is explained before detailed explanation o f the 
optimum stimulation level (OSL) concept. This is followed by exploratory behaviour 
(novelty seeking) being related to the tourism context. Finally, the measurement o f 
OSL is evaluated.
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4.2 Cognitive consistency
Familiarity in one’ s environment can be comforting and people seek a ‘psycho­
logical’ balance with the surrounding world (e.g. Heider’s 1958 B a la n c e  th e o r y  and 
C o g n itiv e  d iss o n a n c e  th e o r y  by Festinger 1957; a ll c i te d  in Venkantesan 1973, p. 
356). The consistency o f the surrounding environment is understood to be 
comfortable to the individual and any inconsistency would lead to motivational 
a r o u s a l i.e. a drive to reduce the perceived tension. The individual is also likely to 
aim for consistency among his/her own attitudes yet this goal would be hard to 
achieve due to the mechanism attitudes that are formed and maintained.
However, the cognitive consistency theories are criticised for the lack o f empirical 
evidence supporting them and that the theories are not concerned with the actions 
people take to achieve this balance (Venkatesan 1973). The cognitive consistency 
theory recognises the need for an individual to reduce stress levels but fails to 
appreciate the variety seeking tendency o f man (Rogers 1979). Therefore, the OSL 
concept ‘may provide an appropriate alternative to traditional consistency theories in 
explaining consumer behaviour’ (Rogers 1979, p. 88 as well as Venkatesan 1973; 
Howard and Sheth 1968).
4.3 Stimulation and the individual
Stimulation is a naturally occurring, dynamic phenomenon. It is also a necessary 
component in the development (and functioning) o f an organism (Pearce 1988) since 
novel data can prove useful in the future. This novelty seeking behaviour will also 
further the problem-solving skills o f the individual (Hirschman 1980).
Environmental stimuli can be categorised by their degree o f novelty, ambiguity and 
complexity (Mehrabian and Russell 1973; Raju 1980). Past empirical research has 
linked the appreciation o f stimulation with trait and state anxiety as well as arousal. 
The optimum level o f stimulation is appreciated by the organism since the extreme 
experience o f arousal would either be panic or ecstasy with very intensive emotional
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and physiological reactions, which are not sustainable in the long term (Rogers 1979; 
Steenkamp and Baumgartner 1992; Apter 1992).
Many types o f stimulation can be motivating but it is important to note that novelty 
seeking behaviour can only happen when the individual is already aroused. A novel 
object may result in curiosity arousal that will lead to specific exploration. To clarify, 
the novel object first arouses the individual and then reduces this drive in very quick 
succession. Humans can also seek information for the satisfaction o f acquiring further 
knowledge or to reduce attitudinal conflict. In this epistemic curiosity, the initial drive 
to seek information is based on past learning, attitudes and experiences (Venkatesan 
1973) and such behaviour is encouraged by similar, gratifying experiences in the past 
(Berlyne 1965).
‘A novel stimulus is either one which is different from recently experienced stimuli or 
one which is to some extent unprecedented in the organism’s history’ (Fiske and 
Maddi 1961, p. 255). R e la tiv e  stim u li have some familiarity whereas a b so lu te  stim u li  
refers to a novel experience. The classification o f stimuli is important when 
considering the type o f reaction the individual may have to stimulation: with relative 
stimuli the person can categorise and generalise the situation to some extent (role of 
attitudes) whereas for absolute stimulation the individual will not have such perceived 
familiarity (Berlyne 1960). ‘Whether relative or absolute, novelty is usually 
considered the most important o f the variables influencing exploration’ (Fiske and 
Maddi 1961, p. 255).
All stimuli can be classified according to the stimulus properties, e.g. size, colour, 
intensity, but novel stimuli do not automatically result in arousal since arousal is the 
outcome o f the a r o u s a l p o te n tia l o f the collative stimulus properties. In many 
situations the collative properties, arousal potential and arousal have a curvilinear (u- 
shaped) relation where very low, e.g. habitual purchases, boredom, as well as very 
high, e.g. exciting new product, levels o f arousal potential will lead to high arousal 
levels (Venkatesan 1973). Arousal can be pleasurable when it is experienced at 
moderate levels and relief quickly follows it. Moreover, the human cortex can 
moderate arousal levels, for example, most o f the emotional, self-inflicted stress is
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relatively mild and short term, and therefore the relationship between arousal and 
arousal potential is not straightforward (Berlyne 1960). The relationship between 
tension and consistency/complexity is demonstrated in Figure 4.1:
Figure 4.1 Consistency -  complexity and psychological tension
Amount of
Psychological
Tension
Source: Adapted from Mayo and Jarvis 1981, p. 172
The above Figure 4.1 demonstrates the need for an optimal level o f stimulation since 
any long-term deviation from the norm could result in severe physical or 
psychological implications.
From the foregoing discussion, the following idea contributes to the thesis:
• Short term arousal (or stimulation reduction) can be rewarding, hence a holiday 
can be used to balance the perceived stimulation levels in the long term
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4.4 What is optimal stimulation level (OSL)?
The OSL dictates what type o f environment the individual prefers (Mehrabian and 
Russell 1974) since the optimal level o f stimulation is based on the actual external 
stimuli, the individual, his past experience and personality structure (Stock and Looft 
1969).
The basic assumption behind the optimal stimulation level is that all organisms need 
varied stimuli from their environment (Leuba 1955; Fiske and Maddi 1961; Kish and 
Donnenwerth 1969). In other words, a ‘primary drive [motivation] for variety 
stimulation’ (Kish and Donnenwerth 1969, p. 552) does exist and this is also called 
c u r io s ity , e x p lo r a to r y  d r iv e  or s e n sa tio n  s e e k in g  (Kish and Donnenwerth 1969; 
Loudon and Della Bitta 1993; Riley et al. 2001). The actual optimal level o f 
stimulation is determined by personality, learning, cultural factors and the 
psychological state o f the individual (Wahlers and Etzel 1985). A moderate degree o f 
stimulation is preferred and the actual level o f OSL is unique to each individual 
(Zuckerman et al. 1972).
Furthermore, varied stimuli and novel situations can be rewarding in their own right 
(Fiske and Maddi 1961; Crotts 1993) and individuals can also vary the stimulus they 
receive from their environment through their own behaviour. This variety seeking 
behaviour is the basis for e x p lo ra tio n , r isk  taking, c u r io s ity  and p l a y  (Fiske and Maddi 
1961; Steenkamp and Baumgartner 1992). However, the overall stimulation level is 
more important than the intensity of any single stimulus and the concept o f OSL 
should be described in relative rather than absolute terms as well as in relation to the 
whole situation, including both the internal and external stimuli (Leuba 1955; Penney 
and Reinehr 1966; Etzel and Wahlers 1985). This arousal level is often described as 
an inverted-U shape where the person aims to maintain their OSL through variety 
seeking or variety avoiding (Berlyne 1960; Fiske and Maddi 1961).
The OSL is a motivational state that is rooted in p e r s o n a l i t y  traits (Riley et al. 2001). 
However, OSL on its own will not motivate a person to take action, rather it is the 
discrepancy between OSL and the actual level o f stimulus that results in behaviour 
(Trijp van, Hoyer, and Inman 1996).
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To conclude, all stimuli are associated with a certain degree o f novelty, uncertainty, 
complexity and conflict where the reward or punishment potential o f the stimuli will 
determine their arousal potential. Past experiences will be used in evaluating the 
likeliness and extent o f any punishment or reward (Berlyne 1960).
From the foregoing discussion, the following ideas contribute to the thesis:
• Sensation seeking/avoiding is one o f the drives that direct behaviour
• Exploration, risk-taking, curiosity and play could all be linked to leisure/tourism 
products, hence the OSL concept is appropriate for this study
• A holiday can be used to ‘manage’ long-term stimulation from the environment
4.4.1 OSL and the individual
The OSL characterises individuals in terms o f their general response to stimuli from 
their environment. Individuals with a high OSL are stim u lu s s e e k e r s  and those with a 
low OSL are stim u lu s a v o id e r s  (Raju 1980). In other words, the OSL concept is based 
on the environmental stimulation model (Riley et al. 2001). A s e n s a tio n  s e e k e r  ‘needs 
varied, novel and complex sensations and experiences to maintain an optimal level of 
arousal...’ and ‘ ...when stimuli and experiences become repetitive it is assumed that 
the sensation seeker will become bored and non-responsive more quickly than most 
other persons’ (Zuckerman e t  a l 1972, p. 308).
The daily level o f stimulation for any individual can varfc from sleep to frantic 
excitement (Zuckerman et al. 1964; Lee and Crompton 1992). In other words, 
stimulation seeking and stimulation avoiding may coexist within every individual 
(Rogers 1979; Bawa 1990). Figure 4.2 demonstrates how the OSL is related to 
personality traits and exploratory behaviour:
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Figure 4.2 The framework of relationships (personality traits -  OSL -  
exploratory behaviour)
I
1
I
I
I
____________ S _______________
EXO G EN O U S VARIABLES
(Age, employment status, 
education, income)
‘NOTE: The dotted arrow indicates that the exogenous variables are not directly part 
o f psychological explanations o f behaviour, but are expected to be useful for 
consumer research’
Source: Raju 1980, p. 273.
The above graph is one interpretation o f the role OSL plays in human psychology. 
However, the OSL researchers are somewhat undecided as to the actual position the 
concept commands in human psychology. Mehrabian and Russell (1973, 1974), 
Zuckerman and Link (1968) as well as Arnett (1994, 1996) define the arousal-seeking 
tendency as a personality trait: ‘ sensation seeking is a personality trait characterised 
by the extent of a person’s desire for novelty and intensity of sensory stimulation’ 
(Arnett 1996, p. 693) or the ‘person’s characteristic level o f arousal (i.e. trait arousal)’ 
(Mehrabian and Russell 1974, p. 29). On the other hand, Raju (1980) as well as Riley, 
Niininen e t  a l (2001) hypothesise that the OSL is only related to personality traits. 
‘Most studies seem to indicate that high levels o f intolerance ambiguity, rigidity, and 
dogmatism lead to lower acceptance o f new and unfamiliar stimuli ... one would,
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therefore, expect all three traits to correlate negatively with OSL’ (Raju 1980, p. 274). 
Therefore, individuals with high dogmatic tendencies have been found generally less 
receptive of new and unfamiliar stimuli (Raju 1980) and the ‘preference for simplicity 
or complexity in visual stimuli seems to relate to basic personality dimensions’ 
(Zuckerman e t  al 1964, p. 477). In other words, the need for variety is an element of 
our personality (Fiske and Maddi 1961) but it must also be noted that each individual 
may exhibit both stimulation and consistency seeking behaviour (Venkatesan 1973). 
The following section explains how OSL can be linked to personal characteristics:
4.4.2 Individual characteristics associated with high OSL
According to Raju (1980) people with higher OSL respond better to ambiguity in their 
environment and they are more likely to explore new retail environments than 
withdraw from them. However, individuals with a relatively low OSL are less open 
to new influences and they are less likely to experiment with new products entering 
the market. This bears a. striking resemblance to the loyalty research where the loyal 
customer is less likely to even acknowledge new, competing products entering the 
market (Driver 1996). Hence disloyal buying behaviour could be linked to the higher 
need for variety.
Raju (1980, p. 277) suggests the following profile for individuals with a high OSL: 
‘one who is not afraid o f taking risks or trying new or unusual products/services, is 
eager to find out about new products/services and takes the initiative in trying them, 
seeks variety or change in repetitive purchases and likes introducing new products and 
brands to others’ . Individuals with a high OSL have a preference for the unusual, a 
desire for information in general and their buying patterns will demonstrate switching 
between familiar products/brands (McAlister and Pessemier 1982). This desire for the 
unusual has been identified as the key reason for variety seeking in consumer buying 
behaviour (McAlister and Pessemier 1982). Table 4.1 summarises individual 
characteristics associated with high OSL:
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Table 4.1 Characteristics of high OSL individuals
Authors Personality and demographic characteristics associated with
high OSL
McAlister and Pessemier 1982; preferred level of stimulus decreases by age, i.e. older
Arnett 1994 and 1996 people have lower OSL
Raju 1980 high OSL individual is younger, educated and employed
McAlister and Pessemier 1982; men have higher OSL scores 
Arnett 1994
Kish and Donnenwert 1972 parents with high OSL are more likely to have children with
high OSL_______________________________  _ ______
Blackburn 1969; Kish and Busse 
1968
better educated, demonstrates average or above average 
intelligence
Kish and Donnenwerth 1969 interested in occupations that are unstructured, have 
changing demands and require problem solving skills e.g. 
science
Zuckerman and Link 1968 exhibitionist, independent from others and needs change
from the environment
Kish 1970a more creative than low OSL individual
Blackburn 1969; Kish and Busse more likely to be impulsive, outgoing and active than low
1968; Zuckerman and Link 1968; 
Zuckerman, Persky, Hopkins, 
Murtaugh, Basu and Schilling 
1966
OSL individual
Kish and Donnenwerth 1969; nonconformist, unconventional and does not value ‘order
Zuckerman and Link 1968 and routine’
Kish and Donnenwert 1972 seeks more varied food as well
Arnett 1994 and 1996; Hobfall et  
a l 1989
more likely to exhibit risky behaviour
Franken et al 1990 more likely to discuss personal thoughts and feelings
Babbitt et al 1990 dislikes formal and structured situations
Gilchrist et al 1995 more likely to participate in adventure holidays
Cronin 1995 avoids repetition
Arnett 1996; Goma-i-Freixanet 
1991
likes intensive experiences
Vodanovich and Kass 1990 likely to become boreid in repetitive and restricted situations
McCourt et al 1993 tendency towards disinhibition
Zuckerman, Schultz and Hopkins more likely to volunteer for psychological experiments than
1967 low OSL person
Blackburn 1969; Brownfield 
1966; Kish 1970c; Kish and 
Busse 1969
no overt psychopathology
Source: Based on Kish and Donnenwerth 1972, pp. 42-43; McAlister and Pessemier 
1982, pp. 314-319; Arnett 1994, p. 289 and 1996, p. 693; Raju 1980, p. 274; 
Galloway and Lopez 1999, pp. 665-666
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The Table 4.1 suggests that men and women have different types o f variety seeking 
behaviour or that men have higher exploratory behaviour tendencies in general (Kish 
and Donnenwerth 1972). However, these gender differences can also be based on 
social factors (Zuckerman 1979) or that males and females exhibit variety seeking in 
different ways (Kish and Donnenwerth 1972). The lifestyle o f a family also influences 
the development o f a preferred level o f stimulation since parents and their children 
have similar OSL scores (Kish and Donnenwerth 1972) and society also encourages 
first bom children to seek more stimulation in their later life (Zuckerman et al. 1972). 
One argument is that the above findings are not universally applicable and the unique 
nature o f the tourism product may challenge some o f the earlier findings (McAlister 
and Pessemier 1982).
The other argument is that personality factors influence destination selection and 
personality is a good variable to use since it remains fairly fixed over time (Griffith 
and Albanese 1996): ‘ although situational and demographic characteristics of 
individuals will change over time, their underlying personality characteristics are 
relatively enduring. This indicates that although travel destination choices vary over 
time, the general types o f destination decisions will remain relatively stable’ (Griffith 
and Albanese 1996, p. 48).
The next part o f this study focuses on explaining the role o f exploratory behaviour.
From the foregoing discussion, the following ideas contribute to the thesis:
• Personality characteristics can have an association with OSL
• Personality characteristics are important in holiday destination selection
• OSL could be one o f the reasons for variety seeking holidays, hence OSL levels
can be used to validate variety seeking behaviour (i.e. the opposite of loyal
behaviour) towards a destination
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4.5 Exploratory behaviour
Exploratory behaviour falls under the generic ‘attention’ category o f human behaviour 
when the individual establishes contact with the surrounding environment (Dember 
and Earl 1957). It can be classified under three main headings: (1) o r ien tin g  response 
which involves slight physical movements, e.g. turning the head towards the 
perceived source of stimuli; (2) in v e s tig a to r y  response involves greater physical 
movement like touching an object for closer examination; and finally (3) p la y , which 
involves a longer timescale o f interest. However, play could also be seen as a totally 
separate category from exploratory behaviour (Maddi 1961; Venkatesan 1973). The 
tourism experience as a whole would involve all categories o f exploratory behaviour: 
the holiday is a form o f play (Godbey and Graefe 1991) where the whole duration of 
the vacation includes some degree o f (novel) stimulation combined with shorter 
moments o f more intensive experiences like sightseeing, visiting museums and 
attractions as well as participating in the activities presented to the guests.
The exploratory consumer behaviour includes the following characteristics: (1) 
curiosity-motivated behaviour, (2) variety seeking or (3) risk taking and innovative 
behaviour (Steenkamp and Baumgartner 1992; Dugamore 1992). Firstly, curiosity 
was defined as ‘the desire for knowledge for in trin sic reasons’ (Steenkam and 
Baumgartner 1992, p. 435) [Re. M a s l o w ’s  s e l f  a c tu a lisa tio n ] and this curiosity drive 
could be aiming to satisfy information deficiency concerning just one 
product/phenomenon or it could be present at a more general level where the 
individual seeks stimulus from many different sources. Secondly, variety seeking 
would exhibit itself through m u lti-b r a n d  lo y a lty  and s w itc h in g  between familiar 
brands (Steenkamp and Baumgartner 1992). Finally, the notion o f risk-taking is based 
on the knowledge that the individual’ s actions may lead to the loss o f something 
valuable where the level o f perceived risk depends on the uncertainty o f the 
consequences o f an action as well as the magnitude o f the consequences o f the same 
behaviour. Risk-taking behaviour is arousing and therefore related to OSL (Raju 
1980; Steenkamp and Baumgartner 1992).
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Sensation seeking has also been related to very specific types o f r isk  ta k in g  
b e h a v io u r , dangerous driving (Zuckerman and Neeb 1980; Amett 1990); multiplicity 
of sexual experiences (Zuckerman, Tushup and Firmer 1976); alcohol use (Schwarz, 
Bukhart and Green 1978); drug use (Satinder and Black 1984) and minor criminality 
(Perez and Torrubia 1985 a ll c i te d  in Amett 1994). However, it must be noted that 
sensation seeking is not just about taking risks but also seeking novelty in everyday 
life. Indeed most variety seeking behaviour does not break established society norms 
nor is it antisocial (Amett 1994).
Exploratory behaviour ‘occurs in the absence o f any strong specific needs’ (Maddi 
1961, p. 254) and therefore ‘active curiosity and the sheer pleasure o f acquiring 
information for its own sake cannot be ignored in any discussion o f voluntary seeking 
out o f new information’ (Festinger 1964, p. 124 a s  c i te d  in Venkantesan 1973, p. 
361). Therefore Maddi opposes Berlyne’ s (1960) tension reduction approach to 
stimulation seeking behaviour, i.e. the reduction o f drive or arousal leads to novelty 
seeking behaviour, since novel stimulation can be satisfying in its own right (Fiske 
and Maddi 1961; Venkatesan 1973). Furthermore, this novelty and intensity of 
stimulation is sought after in many areas o f everyday life (Fiske and Maddi 1961; 
Galloway and Lopez 1999).
There is a positive correlation between OSL and exploratory behaviour since all types 
o f exploratory behaviour allow the individual to increase stimulation from their 
environment. Exploratory behaviour depends on the stimulus property o f the 
environment as well as the individual’ s preferred arousal level (Mehrabian and 
Russell 1973). Moreover, ‘the fact that exploratory behaviour tendencies are related to 
a person’s characteristic need for stimulation suggests that OSL may be a major 
determinant o f consumer behaviour with strong exploratory tendencies’ (Steenkamp 
and Baumgartner 1992, p. 434). However, it must be noted that there are still gaps in 
the general understanding o f the relationship between OSL and exploratory behaviour 
(Steenkamp and Baumgartner 1992).
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The conceptualisation o f sensation seeking has also shifted from the original emphasis 
on biological grounding with laboratory experiments on humans and animals (Dember 
and Earl 1957; Berlyne 1960; Berlyne 1965) to embracing the social environment 
which may limit (or direct) actual behaviour (Arnett 1994; Amett 1996). Hirscbman 
(1980) further classified novel behaviour as inherent novelty seeking (where the 
individual has a desire to seek out novel stimuli) and actualised novelty seeking refers 
to the actual behaviour o f acquiring novel stimuli. Scales such as the a r o u s a l s e e k in g  
te n d e n c y  (A S T ) (Appendix 1) and se n sa tio n  s e e k in g  s c a le  (S S S ) (Appendix 2) measure 
this inherent novelty seeking which is not limited by external forces such as a lack o f 
time and money (Hirschman 1980). In other words, the inherent tendency to seek 
varied stimulation could explain why some individuals would want to explore a 
different destination for each o f their holidays. The next part o f this study focuses on 
explaining variety seeking behaviour since it is the type o f exploratory behaviour that 
is most likely to be exhibited through (brand) switching behaviour.
4.5.1 Variety seeking
Variety seeking is another form o f exploratory behaviour, which is typically linked to 
the retail environment. It is defined ‘as the tendency for an individual to switch away 
from the item consumed on the last occasion’ (Ratner e t  a l 1999, p. 2 ) , typically this 
would be switching within the known brands (variety seeking is a type o f novelty 
seeking behaviour) (Hirschman 1980). In other words, ‘variety seeking has been 
identified as a determinant factor in brand switching’ (Trijp van e t  a l 1996, p. 281).
Furthermore, variety seeking as behaviour ‘ is a function of individual difference 
variables and [the person’s] perception o f the product category’ (Trijp van e t  a l 1996, 
pp. 281-282). The customer is more likely to seek variety in just one product category 
than across all types o f products e.g. brand switching (Raju 1980; Mazursky, 
LaBarbera, and Aiello 1987). Therefore, individuals with a relatively high OSL have a 
higher tendency to adopt new products and retail locations than people with a low 
OSL (Mittelstaedt et al. 1976). This would suggest that brand switching behaviour is 
more ‘natural’ for individuals with a high OSL. The same study also demonstrated 
that individuals with a high OSL had a shorter decision-making time when
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considering the purchase o f a new product. However, this theory does not offer any 
reason for the loyal customer’s propensity to refer and recommend (Mundie 1997).
Variety seeking behaviour is in trin sica lly motivated as opposed to ex tr in sica lly  
motivated switching which is based on product availability and price discounting 
(Trijp van, Hoyer, and Inman 1996). Furthermore, varied behaviour should only be 
called variety seeking in the following situations: when the intrinsic reward o f the 
switching behaviour is appreciated; varied stimuli are sought for the pleasure they 
give (Mayo and Jarvis 1981; McAlister and Pessemier 1982; Ratner, Kahn, and 
Kahneman 1999); and when variety seeking behaviour is the result o f curiosity or a
boredom release mechanism (Leuba 1955; Trijp van, Hoyer, and Inman 1996). A
/
good example for extrinsic demands on buying behaviour is the need to save money 
and the outcome of this behaviour will not be true variety seeking behaviour, i.e. no 
satisfaction through variety (Fiske and Maddi 1961).
Variety seeking is positively correlated with OSL and the higher the individual’s 
optimal stimulation level the stronger their variety seeking drive as opposed to the 
individuals with a low OSL who demonstrate a significant reduction in their variety 
seeking behaviour in situations with just minor alterations in the general decision­
making context. Since individuals prefer moderate stimulation levels the ideal 
stimulation level may be achieved through variety from the actual product purchased 
as well as from the choice context. Therefore, the OSL may be achieved if just one 
element o f the whole decision-making process, e.g. changes in the product or the 
purchasing environment and associated products, generates the majority o f stimulus. 
This could suggest that if loyal customers have a lower OSL it would be relatively 
easy to discourage variety seeking just by implementing small changes in the 
purchasing environment. Flowever, this provision o f variety in a different, but related 
category will not guarantee a long term effect (Menon and Kahn 1995). The next 
section links variety seeking behaviour to product characteristics and individual 
buying behaviour.
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From the foregoing discussion, the following ideas contribute to the thesis:
• Variety seeking is an element o f switching behaviour
• Variety seeking is intrinsically rewarding, hence not induced by marketing efforts
4.5.2 Variety seeking and the type of purchase
Variety seeking behaviour is also dependent on the type o f product the consumer is 
about to purchase, for example extrinsic pressures for ‘correct’ purchase decisions 
vary according to the product category-level characteristics: involvement, purchase 
frequency, perceived similarities between brands, hedonic features, strength of 
purchase (purchase history) and the time the product has been available for customers 
(Trijp van, Hoyer, and Inman 1996). The above are discussed in more detail below:
1. Involvement is based on the subjective perception o f an object, situation or 
activity: it also has motivational characteristics. In other words the degree of 
involvement depends on how important the individual perceives the decision to be 
taken to be. Variety seeking behaviour is less likely for high involvement 
products, when the perceived risk involved with the purchase decision is 
characteristically high (Prentice, Witt, and Wydenbach 1994) or where there are 
more extrinsic motives involved in the purchasing situation. Therefore, variety 
seeking is more likely in low involvement situations where the actual activity or 
purchase in its own right provides the individual with limited stimulation (Trijp 
van e t  a l 1996).
2. The purchase frequency (purchase history) of repeat purchases may lead to 
boredom, thus encouraging variety seeking behaviour (Howard and Sheth 1968).
3. The perceived similarities between brands may also encourage switching 
behaviour when the perceived ‘uniqueness’ o f a brand may increase the perceived 
risk involved with the purchase and discourage variety seeking behaviour (Trijp 
van e t  a l 1996).
4. The consumer’ s perception of hedonic products is based on his or her affective 
evaluation o f the product features, typical products in this category are food items, 
beverages and restaurant services. The use o f hedonic products is mainly
©2002 115
Outi Niininen Theory o f  m ethodology
motivated through intrinsic rewards where high pleasure from a product will 
encourage variety seeking. Furthermore, variety seeking behaviour is generally 
greater for hedonic products due to boredom alleviation (Trijp van e t  a l 1996).
5 . The strength of preference will also affect variety seeking in buying behaviour. 
In a situation where the individual has 110 particular opinion o f the product or 
substitute products that are available, variety seeking behaviour is more likely to 
occur (Trijp van e t  a l 1996).
6 . Variety seeking behaviour is also more likely in mature product classes where 
the customers have years o f experience o f the actual product with many close 
substitutes as well (Howard and Sheth 1968; Kahn and Isen 1993).
Variety seeking is the primary motivational mechanism for maintaining the OSL . and 
it may lead to switching behaviour even when the individual genuinely prefers their 
original brand which may offer an explanation for dual brand loyalty (Rogers 1979; 
Menon and Kahn 1995). Furthermore, variety seeking can also increase the market 
share o f the least preferred brand over time simply because consumers find pleasure in 
switching between brands (Simonson 1990; Feinberg, Kahn, and McAlister 1992; 
Ratner, Kahn, and Kahneman 1999). However, only one third o f all brand switching is 
due to variety seeking only (Howard and Sheth 1968).
The most describing term for variety seeking in the tourism context would be novelty 
seeking which is also linked to the optimum stimulation level (OSL) concept (Lee and 
Crompton 1992). The role o f novelty in pleasure travel is analysed in more detail 
below.
From the foregoing discussion, the following idea contributes to the thesis:
• Product characteristics influence the switching propensity o f the customer
© 2 0 0 2 116
Outi Niininen Theory o f  methodology
4.6 Role of novelty in pleasure travel
Novelty can be defined as ‘the degree o f contrast between present perception and past 
experience’ (p. 733) and in the tourism context this could involve the objects (history, 
buildings and landscape), the atmosphere, and other people involved with the tourist’ s 
experience (Lee and Crompton 1992). All tourists can be allocated on the n o v e lty  
s e e k in g  - >  in d ifferen t —>  n o v e lty  a v o id in g  continuum and their place on this 
continuum will help to predict what type of destinations the person prefers. However, 
it must be emphasised that the degree o f perceived novelty is a unique experience for 
each individual, hence the same activity may be defined as novelty seeking for some 
tourists and novelty avoiding for others.
4.6.1 Novelty seeking behaviour in tourism
‘The novelty drive is an underlying motivation for pleasure travel’ (Crotts 1993, p. 7) 
and this phenomenon has been accepted as an enduring concept o f the travel research 
(Crompton 1979; Bello and Etzel 1985; Snepenger 1987; Mannell and Iso-Ahola 
1987). Furthermore, tourism involves a degree o f novelty and sightseeing in the form 
of exploratory play aiming to increase the degree o f arousal towards the optimal 
stimulation levels (Godbey and Graefe 1991) at the same time all tourists have a 
different degree o f novelty motivation (Ross 1994).
Tourism is the ideal product for variety seeking since ‘ it’ s voluntary, outside ordinary 
life, limited in time and space, surrounded by an air o f mysteiy, utterly absorbing yet 
recognised as being o f somewhat make-believe, it has something at stake, an outcome 
in doubt, may promote the formation o f social groups and serves its own ends’ 
(Godbey and Graefe 1991, p. 214). Relaxation, for example, is gained when the 
information flow is at optimum level and the OSL depends on the complexity of the 
stimulus (Berlyne 1960). Due to the complexity o f interpreting the tourism product,
i.e. see, hear, feel, smell, taste, touch and internally sense together with the ability to 
manipulate these stimuli, there are many opportunities to return to the same tourism 
destination and still receive some new stimulus from the holiday experience. 
Therefore, when the tourist no longer gains enjoyment from the uniqueness of their
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holiday that experience become ordinary and the person will withdraw from the 
situation (Godbey and Graefe 1991).
Travelling can be divided into two separate types o f trips according to the degree of 
novelty sought from the experience: n o v e l  tr a v e l can be defined1'as ‘ a trip 
characterised by new, unfamiliar experiences that differ from prior life experiences’ 
(invigorating and innovative) or as c o m m o n p la c e  tr a v e l ‘which is characterised by 
familiar experiences’ , best described as enriching and structured (Bello and Etzel 
1985, p. 20; Wahlers and Etzel 1985). Furthermore, the ‘novelty motive is so basic 
that familiar or commonplace trips are sought only when the tourist is motivated by 
specific sociopsychological motives such as kinship or social interaction or when the 
tourist experiences anxiety in contemplating novel trips’ (Bello and Etzel 1985, p. 21). 
Therefore, loyal tourism as a phenomenon is most likely based on the tourist’s low 
variety drive and his social context o f holidaymaking. Novelty, however, is just one of 
the reasons why tourists prefer a particular destination and novelty seeking tendencies 
in general do not necessarily result in novelty seeking holiday behaviour (Lee and 
Crompton 1992). However, novelty seeking tourists do indicate ‘ a lower likelihood 
o f returning to the same destination’ (Bello and Etzel 1985, p. 22).
‘Novelty motive is basic to vacation choice and human behaviour in general’ (Bello 
and Etzel 1985, p. 21). However, novelty seeking tourists do want to repeat the same 
type o f holiday (p< .001) but they do not wish to return back to the same destination 
(p< .001), Novelty seeking tourists are also less likely to return back to the same 
destination even when their previous experience was satisfying (Bello and Etzel 
1985), a finding that contradicts the general consumer satisfaction literature.
The novelty drive concept is based on the following two personality characteristics: 
the search for OSL as well as the ‘desire for self-preservation’ (Crotts 1993, p. 9) 
which is why differing degrees o f variety are sought from holidays. Furthermore, an 
individual’s everyday life may create frustration through this perceived conflict of 
needing varied stimuli and the desire for safety. Therefore pleasure travel is an ideal 
way to reduce this anxiety through choosing a destination with both familiar and 
unfamiliar characteristics (Crotts 1993).
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The tourism product that is mainly purchased just once (or twice) each year is less 
likely to create variety seeking simply to alleviate boredom in buying behaviour. 
Furthermore, the intangible nature of the purchase as well as the substantial 
expenditure a holiday can involve should discourage any form o f variety seeking 
(Ryan 1995; Trijp van, Hoyer, and Inman 1996). Yet many holidaymakers prefer not 
to visit the same destination in consecutive years as established through pilot study 
research (appendices 3 and 4). This would further emphasise the unique 
characteristics o f the holiday product and begs for further research into tourism 
buying behaviour.
From the foregoing discussion, the following ideas contribute to the thesis:
. Low OSL tourists are more likely to revisit a destination than high OSL tourists 
• High OSL individuals are very unlikely to return to a destination they have visited 
in the past
The OSL concept has attracted many attempts to measure individual stimulation 
levels. The following is a review of the most cited approaches to operationalise OSL:
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4.7 How were the OSL scales developed?
The conceptual basis for OSL research was established by Zuckerman e t  a l (1964) 
who developed the se n sa tio n  s e e k in g  concept. They defined this type o f behaviour as 
‘the need for varied, novel and complex sensations and experiences, and the 
willingness to take physical and social risks for the sake o f such experiences’ 
(Zuckerman 1979, p. 10) and since then the optimum stimulation level measurement 
has been operationalised into six main approaches (Raju 1980; Steenkamp and 
Baumgartner 1992):
1. S e n sa tio n  S e e k in g  S c a le  (S S S ) (Zuckerman et al. 1964), the latest version is 
SSS-VI (Zuckerman 1971; Steenkamp and Baumgartner 1992; Arnett 1994)
2. C h a n c e  S e e k e r  In d e x  (GST) (Garlington and Shimota 1964)
3. S tim u lu s V a ria tion  S e e k in g  S c a le  (Penney and Reinehr 1966)
4. S im ilie s  P r e fe r e n c e  In v e n to r y  (Pearson and Maddi 1966 a s  c i te d  in Raju 1980)
5. N o v e l ty  E x p e r ie n c in g  S c a le  (Deighton, Henderson, and Neslin 1994; Pearson 
1970 a s c ite d  in Steenkamp and Baumgartner 1992)
6. A r o u s a l  S e e k in g  T e n d e n c y  S c a le  (Mehrabian and Russell 1974; Mehrabian 
1978) and A S T -I I  (Raju 1980; Steenkamp and Baumgartner 1992; Mehrabian 
1994).
Various psychological and physical tests were used in the development o f the OSL 
measures e.g. an a u to k in etic  p e r c e p t io n  te s t where respondents were shown a static 
bright light in a darkened room. They were asked to follow the light with their eyes 
and trace the movement o f the light on a paper with a pencil. The underlying 
hypothesis was that stimulus/variety seeking individuals would seek a varied 
experience even in these conditions. The lines drawn by the respondents were then 
measured and compared with other variety seeking procedures. G u il fo r d ’s  u n u su a l 
u s e s  te s t was also employed in the variety seeking scale development. In this 
experiment the respondent is asked to report as many unusual uses for common 
objects as possible (Penney and Reinehr 1966).
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Furthermore, the SSS development included tests such as H o w a r d ’s  stim u lu s se e k in g  
m a ze  test (1961 a s  c i te d  in Zuckerman e t  a l 1964) where the respondent is requested 
to complete a series o f pen-and-paper mazes where they have several alternative 
routes from A to B (either the same or alternative end-goals). In this scenario the 
stimulus seeking behaviour is measured through the varied routes chosen by the 
respondent. However, no significant correlates were reported between SSS-II and the 
m a ze  test (Zuckerman et al. 1964). The SSS-II was also found to have a negative 
correlation with the anxiety part o f another psychological instrument developed to 
measure anxiety, depression and hostility (th e  m u ltip le  a ffe c t  a d je c tiv e  c h e c k  list, 
Zuckerman e t  a l 1964).
Novelty seeking has been categorised as the curiosity drive, sensation seeking, the 
exploratory drive and the quest for new experiences (Zuckerman et al. 1964; Bello 
and Etzel 1985; Lee and Crompton 1992). Novelty seeking behaviour can be further 
categorised into six ‘ overlapping dimensions’ o f novelty: (1) change from a routine, 
(2) thrill, (3) escape, (4) boredom alleviation, (Coakes and Steed 1999) (5) adventure 
(Norusis 1993) and (6) surprise form o f change (Lee and Crompton 1992).
The fact that high OSL encourages stimulation seeking behaviour is widely accepted 
by researchers in this field. However, this process is not automatic since the OSL 
depends on the total level o f stimulation received by that person, for example, an 
individual in a veiy stressful work environment could choose a very low stimulation 
holiday and be classified as a variety avoider according to their holiday buying 
behaviour unless the total level o f stimulation was analysed (Wahlers and Etzel 1985). 
The following explains key operational OSL measures in more detail.
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4.8 The OSL scales
The established OSL scales are reviewed in this section. However, specific focus will 
be on comparing the SSS and AST scales in more detail since the SSS is the most 
commonly used measure for OSL (Arnett 1996) (with an abundance o f critique 
attached to it as well) and the AST appears to be the most highly regarded instrument 
for this phenomenon (Steenkamp and Baumgartner 1992; Baumgartner and 
Steenkamp 1994)
4.8.1 The lifestyle stimulation scale (LSSS)
The LSSS includes 14 items with forced choice answers covering working life, 
hobbies, family life, general lifestyle and social life. It attempts to cover all aspects of 
life that may contribute to the total perceived level o f stimulation. The underlying 
assumption o f this scale is that when the overall stimulation level is high the demand 
for variety will be low and vice versa. During the development o f this instrument the 
LSSS responses were correlated with P e a r s o n ’s  (1970) d e s ir e  f o r  n o v e lty  s c a le  with 
significant negative correlations (r(547)= -.51, p -  .0001) suggesting a good scale 
validity. The complete LSSS scale is included in Appendix 5 (Wahlers and Etzel 
1985).
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4.8.2 The sensation seeking scale (SSS)
The SSS is widely used as it measures behaviour that seeks the optimum stimulation 
level and it is designed to quantify the OSL construct (Zuckerman et al. 1964; 
McCarroll et al. 1967; Amett 1994). It involves a forced choice self report test with 
34 paired statements with socially acceptable wording (Zuckerman et al. 1964). This 
scale measures the individual’ s ‘need for varied, novel, and complex sensations and 
experiences and the willingness to take physical and social risks for the sake o f such 
experiences’ (Zuckerman 1979, p. 10). The SSS includes items to measure preference 
in sensations (see, hear etc.); preference for new/unfamiliar or familial- items; 
preference o f irregularity as opposed to a routine; thrill and adventure seeking 
behaviour; to what extent the individuals preferred predictability in social situations; 
and the person’s general need for excitement (Appendix 2) (Zuckerman et al. 1964).
The first form o f this instrument, the SSS-I, was based on 50 forced choice items, the 
Form II had reduced the number o f statements into 34 pairs, SSS-III included the 
original Form I and 63 additional paired statements (Zuckerman 1971) and finally the 
fourth form was further developed to include specific sub-scales: (1) thrill and 
adventure seeking, (2) experience seeking, (3) disinhibition, and (4) boredom 
susceptibility (McAlister and Pessemier 1982). Factors 1 to 4 are valid for male 
respondents and factors 1 to 2 are valid for female respondents (Zuckerman and Link 
1968). SSS-V is the most widely used version o f this scale, even the scale’s creators 
prefer form V over the latest version VI (Amett 1994).
However, the SSS has also attracted some strong criticism: Mehrabian and Russell 
(1973), as well as Amett (1994), criticise the structure o f forced choice between two 
pairs o f statements since the respondent’s selection may be due to genuine preference 
as well as due to a relative dislike o f the other statement offered. Furthermore, some 
of the wording would have been more appropriate for the 1970’s, e.g. hippies, jet-set, 
queer, and several statements actually relate to physically strenuous activities that 
may not be applicable to all age groups. The correlation between SSS and other scales 
measuring various types o f stimulation seeking behaviour could also be due to the fact 
that many statements in the SSS actually address such behaviour, e.g. drug and 
alcohol use, sexual behaviour (Amett 1994; Galloway and Lopez 1999).
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4.8.3 The arousal seeking tendency scale (AST)
The a r o u sa l s e e k in g  te n d e n c y  s c a le  includes 40 items with a 9-point Likert scale 
(from ‘very strong disagreement’ = -4 to ‘very strong agreement’ = +4) and this 
instrument also measures arousal from the environment. This scale was originally 
developed by Mehrabian and Russell (1973; AST-I) and later revised by Mehrabian 
(1978; AST-II).
The AST-I includes five sub-factors: (1) arousal from change, (2) arousal from 
unusual stimuli, (3) arousal from a new environment, (4) arousal from sensuality and 
(5) arousal from risk (Coakes and Steed 1999). All o f these types o f stimuli can be 
achieved through buying behaviour, which makes this scale an appropriate measure 
for variety seeking within consumer buying behaviour (Raju 1980). Furthermore, 
since all these ‘ factors were positively and significantly intercorrelated’ , the 40 items 
in this ‘ scale measured related aspects o f a single personality trait’ (Mehrabian and 
Russell 1973, p. 324) (Appendix 1).
The AST-II scale has a greater internal consistency with just 32 items on it (16 items 
with a positive wording and 16 items with a negative wording). Originally this scale 
was developed with the 9-point Likert scale too (Mehrabian 1978) but more recently 
this scale has been adopted for use with just a 5-point Likert scale (-2 = ‘ strongly 
disagree’ to + 2  = ‘ strongly agree’) to simplify and unify the task for the respondents. 
This modification had no effect on the results achieved with this scale (Steenkamp 
and Baumgartner 1992). The AST-II (with a 5 point Likert scale) was further tested 
with four different types o f other scales developed for similar situations, namely 
alternative OSL scales (S S S - V, C h a n g e  s e e k e r  ind ex, N o v e l t y  e x p e r ie n c in g  sc a le ) ,  
other ‘measures o f constructs closely related to OSL’ (Baumgartner and Steenkamp 
1994, p. 995) as well as the consequences o f OSL (Baumgartner and Steenkamp 
1994). Finally the social influence and socially desirable answering was evaluated for 
this scale. Overall, the conclusion was that ‘the psychometric properties of AST-II 
appear* to be reasonably strong, especially at the summated level’ (Baumgartner and 
Steenkamp 1994, p. 998).
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Both o f these AST scales measure the individual’ s preferred arousal level (Mehrabian 
1978; Steenkamp and Baumgartner 1992) and the total score (after required scale 
reversals) indicated the OSL for each respondent (Raju 1980). The AST-I includes 
‘ salient global components’ (Wahlers and Etzel 1985, p. 286) combined from 
previous scales and at the same time it excluded any marginal components. 
Therefore, this scale has a stronger generality and it seems to fit many types o f people 
(Wahlers and Etzel 1985).
Raju (1980) is a strong advocate of the AST scale arguing that since this scale was 
developed more recently it has adopted the best practice from previous research and 
the scale development process included ‘rigorous sequential factor analytic methods’ 
(Raju 1980, p. 275) to reduce the initial pool o f 312 statements into a scale with just 
40 statements. A  further advantage o f the AST scale is that the statements were not 
contaminated by pressure to give socially desirable answers (Mehrabian 1978; 
Baumgartner and Steenkamp 1994).
The AST-I scale has been dominating research to date but there are no proven, general 
suggestions as to which scale to use in each specific situation. The AST-II scale was 
recommended for future research together with the CSI scale (Steenkamp and 
Baumgartner 1992). However, the AST-II scale is not in the public domain and there 
are strict restrictions on its usage (Appendix 6).
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4.8.4 Variety seeking scale for leisure
Lee and Crompton (1992) attempted to create a variety seeking scale for pleasure 
travel starting from reviewing the leisure travel literature and developing a list o f 84 
items with a 5-point Likert scale. Seven consumer behaviour experts examined the 
proposed instrument after which only 41 items remained on the scale. The statements 
were then factor analysed and the results were evaluated according to the Kaiser- 
Meyer-Olkin (KMO) statistics with a confident result of .88. Finally all statements 
with low factor loadings and reliability were discarded and the final number of items 
on this scale was 21. This new instrument was tested on four independent samples, 
and the stability as well as the dimensionality o f the scale were also tested by 
‘undertaking a factor analysis with oblique rotation o f each o f the four samples’ (p. 
740) with acceptable results. The scale was found to be ‘ internally consistent’ (p. 742) 
and had an acceptable test -  re-test validity.
The v a r ie ty  s e e k in g  s c a le  f o r  le isu r e  did have a positive correlation with five items 
from D r i v e r ’s  (1977) r e c r e a tio n  e x p e r ie n c e  p r e f e r e n c e  (R E P ) scales (unpublished 
manuscript) as well as with the a r o u sa l s e e k in g  te n d e n c y  s c a le  (Mehrabian and 
Russell 1974). However, the correlation with P e a r s o n ’s  (1970) D e s ir e - f o r -n o v e l ty  
s c a le  was not as strong as anticipated and the correlation with H ir s c h m a n 1 s  (1984) 
N o v e l ty  s e e k in g  sc a le  was not significant at the .05 level which Lee and Crompton 
hypothesised to mean that there was no general tendency to explore new tourism 
products as well as other new products.
This new scale measured thrill, change from routine, boridom alleviation and surprise 
elements only (Lee and Crompton 1992) and whether it really measures OSL has not 
been demonstrated. Furthermore, since it is such a modem scale it has not been 
exposed to numerous independent studies and neither psychological nor physiological 
test evidence has been offered to support this scale. Therefore this scale was rejected 
from the current study.
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4.9 Reliability and validity of the SSS and AST scales
The se n sa tio n  s e e k in g  s c a le  and the a r o u s a l s e e k in g  te n d e n c y  scale seem to attract 
most test -  re-test and validity research and are discussed here in more detail 
(McCarroll et al. 1967; Wahlers and Etzel 1985; Steenkamp and Baumgartner 1992).
Although arousal itself is a physiological variable, it can be effectively assessed by 
verbal self-report. Furthermore, verbal measures have been reported as a more 
suitable measure when the aim of the research is to identify the preferred level of 
stimulation or arousal (Mehrabian and Russell 1974).
The se n sa tio n  s e e k in g  s c a le  started with 54 paired statements that were reduced to 
fifty after factor analysis. The remaining statements were factor analysed separately 
for male and female respondents, the factor loadings were then ranked and correlated 
between genders. The Spearman rank-order correlation (Rho) was .91, which suggests 
almost identical patterns for both genders. The components o f the final SSS scale 
were chosen by using the .3 loading criterion o f the main factor (Zuckerman et al. 
1964).
The AST scale development emphasised the need to include best practice from 
previous research and instruments. Therefore the first stage o f the instrument 
development included a total o f 312 statements that were randomly mixed with the 
so c ia l  d e sir a b ility  sc a le  (Crowne and Marlow 1960 a s c i te d  in Mehrabian and 
Russell, 1974). After factor analysis the remaining 125 items were further reduced to 
40 with the best item-total correlations (in excess o f .40) and an item - social 
desirability correlation below .10 (Mehrabian and Russell 1974). The ‘median split’ 
(p. 326) was used as a way o f separating individuals with a high and low OSL 
(Mehrabian and Russell 1973). The reliability o f the AST-I was assessed by 
computing the Kuder-Richardson reliability coefficient with an adequate result o f .87. 
The four to seven week test - re-test reliability was also satisfactory, .88. The AST-II 
scale yielded a Kuder-Richardson reliability coefficient o f .93 and it was proven not 
to encourage false statements simply due to social pressure from the environment 
(Mehrabian and Russell 1974; Mehrabian 1978).
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The reliability o f the summated score o f both o f these scales was high. However, the 
sub-scale reliabilities for the SSS-V and AST-I were open to criticism. Hence, there 
was a recommendation to use total scores in any analysis instead o f any sub-scales of 
the total (Steenkamp and Baumgartner 1992).
From the foregoing discussion, the following ideas contribute to the thesis:
• The AST-I instrument should be used in the final survey
• Only the total score o f the AST-I scale should be included in the analysis
The next part concludes this theory o f methodology chapter:
4.10 Conclusions
The optimum stimulation level is characteristic for each individual and fixed from 
early adulthood. This preference for a certain amount o f stimulation from the 
environment around us directs the buying behaviour o f most individuals, especially 
with a view to what type o f holidays the person prefers and to what extent they are 
happy to repeat any element of the past holidays. In other words, those with a high 
inherent need for stimulation are highly unlikely to appreciate a vacation in the same 
destination as in previous years, unless their destination selection is influenced by 
external factors such as availability o f time, money and social pressures.
Furthermore, the OSL concept has been thoroughly investigated over the past decades 
and some very valid pen and paper instruments have been designed (and repeatedly 
tested) to separate individuals who appreciate high and low stimulation. One o f the 
most highly regarded instruments developed is the AST, which was therefore selected 
for this research.
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Methodology
© 2 0 0 2 135
Outi Niininen M ethodology
5.1 Introduction
The following is an outline of the research methods selected to study the notion of loyalty 
towards a holiday destination. A brief outline o f key findings from the literature is 
followed by the research aim and objectives. This leads to a more detailed outline of the 
actual research process.
The methodology applied in this research project arises from the literature review, i.e. this 
study has adopted a d e d u c tiv e  approach where a comprehensive literature review was 
required to frame the research question and structure the research problem (Ghauri, 
Gronhaug, and Kristianslund 1995; Saunders, Lewis, and Thornhill 2000). The literature 
review can also be used to identify gaps in existing knowledge, enable critical analysis o f 
past findings, introduce relevant research methods and legitimate arguments, and to relate 
the topic studied to other research available (Jankowicz 1994; Ghauri, Gronhaug, and 
Kristianslund 1995; Saunders, Lewis, and Thornhill 2000). The literature review for this 
study was undertaken on a continuous basis. Initially secondary data was used to gain an 
understanding of the key issues involved and later established research reports were used 
to enhance the argument in this current study. The following are some of the key ideas 
from the literature under the specific headings o f loyalty, attitudes and OSL.
The key finding from the lo y a lty  literature review is the lack o f any previous studies that 
could guide the detailed design o f this research project. Most research into loyal buying 
behaviour is conducted in the retail environment with convenient frequency and volume 
of product consumption. Furthermore, most o f the past research into consumer loyalty is 
dominated by operational measures for the phenomenon and there are few attempts to 
design primary research to incorporate the b e h a v io u r a l as well as the p s y c h o lo g ic a l  
components o f loyalty (Jacoby and Chestnut 1978). Moreover, there is a specific lack o f 
previous research o f consumer loyalty in the tourism destination context (Oppermann 
2000).
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The literature is very clear about the value o f composite measures where both the 
behavioural and psychological elements o f loyalty are used (Backman 1991) yet the 
operationalisation o f these composite measures has been declared problematic 
(Oppermann 2000). The attitudinal measures for loyalty emerged as the most appropriate 
route to address the psychological attachment component o f loyalty -(Jones and Sasser 
1995; East 1997).
Another trend o f the loyalty literature is the search for demographic correlations of brand 
loyalty. Most primary research projects addressed the potential relationship between 
demographic characteristics of the consumer and his/her propensity to become a loyal 
buyer. The findings to this quest are colourful, even contradicting at times (Table 2.1). 
One reason for the lack o f clear consensus is the ad hoc nature o f most research projects: 
each project had a different (behavioural) measure for loyalty and focused on specific 
product types or named brands. What can be inferred from the above is that some product 
types do attract consumer loyalty that does correlate with the characteristics o f the buyer, 
however, such findings are product specific. To conclude, the demographic correlations 
with destination loyalty is a topic worthy o f further investigation since there is no definite 
proof that there is no association between these two variables.
The attitude literature highlighted the central role attitudes play in decision-making; from 
the first step o f identifying and classifying stimuli to the factors that influence the A-B 
consistency. What can be concluded from this literature is that personal past experience 
and repeated activation o f the attitude increases the A-B consistency. This is a key 
finding for destination loyalty research where, by definition, the loyal tourist has had past 
experience o f the attitude object (i.e. destination) several times in the past. Furthermore, 
the nature o f tourism products suggest a stronger A-B consistency: holidays are 
intrinsically rewarding and there is little need to give ‘politically correct’ answers to 
tourism attitude surveys (Murphy 1975; Iso-Ahola 1980).
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Optimal stimulation level appears an appropriate measure to utilize in this study since it 
links the stimulation seeking and play characteristics of both exploratory behaviour and 
tourism (Fiske and Maddi 1961; Godbey and Graefe 1991; Steenkamp and Baumgartner 
1992). Furthermore, OSL is a measurable construct that becomes part o f the subject’ s 
personality (Garlington and Shimota 1964) and the phenomenon has been under thorough 
investigation since the 1950s (Venkatesan 1973). The instalment to measure OSL in this 
study is called the arousal seeking tendency scale, version I (AST-I). This scale has been 
thoroughly evaluated and is the recommended instrument for this type of survey 
(Steenkamp and Baumgartner 1992; Baumgartner and Steenkamp 1994).
5.2 The aim and objectives for this study
Here it would be appropriate to restate the aim and objectives for this project: the aim for 
this study was to design an instrument to identify and measure destination loyalty as a 
phenomenon on the micro level. In other words this instrument would identify and 
describe those consumers with a higher propensity to become loyal towards a destination.
This study has the following objectives:
1.To assess whether loyalty is a phenomenon existing in the tourism destination 
context
2. To develop a behavioural measure of loyalty that describes Objective 1
3. To test the concept of optimum stimulation level (OSL) in the tourism context 
through the AST-I measure
4. To design an instrument for identifying people with a higher propensity towards 
destination loyalty
5. To profile tourists who fall into the category described by Objective 4
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The above objectives are investigated through a combination o f measures: AST-I, a 
psychological/attitudinal measure for loyalty and behavioural measures, all of which are 
explained in more detail in this chapter. The interrelationship between these measures is, 
to an extent, described through the following research propositions:
5.2.1 Research propositions
The above-mentioned objectives give rise to the following research propositions that 
direct this study:
PI. Those respondents with a high OSL level also have a variety seeking attitude 
towards their holiday destinations and therefore demonstrate a low return rate to 
any one destination
P2. Those respondents with a low OSL also have a loyal attitude towards a holiday 
destination and subsequently have a high return rate to any holiday destination
The above propositions give direction to every part o f this research and further expand the 
knowledge o f loyal destination buying behaviour since this study also investigates the 
opposite behaviour type, namely variety seeking behaviour (Rowley and Dawes 2000). 
However, where appropriate, hypotheses will be formulated to direct a sub-section o f this 
study; for example, some of the data will be explored through cross-tabulation and Chi- 
square analysis. For this purpose null hypotheses will be established and the assumptions 
o f random sampling, independent observations, that each observation is only counted 
once and that the frequencies in cells is above five are guarded (if any cells have 
frequency below five that will be indicated together with the results). Some statistical 
findings are presented in Appendix 7. However, before any further explanation o f the 
methodology can be discussed it is appropriate to state the philosophical standing o f this 
research project:
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5.3 The philosophical debate
Research philosophy aims to address the relationship between data and theory. 
Furthermore, the philosophy o f research also directs the collection and analysis of data. 
Knowledge o f research philosophy will assist in evaluating different methodologies and 
their appropriateness for each research question, furthermore, it ‘helps the researcher 
identify and even create designs that may be outside his/her own expertise’ (Easterby- 
Smith et al 1996, p. 21).
5.3.1 Positivist vs. phenomenological paradigms
The philosophical debate about researching human behaviour features the dichotomy of 
internal and external influences o f behaviour. The positivists advocated the use of 
research methods from the natural sciences with the aim of achieving objective and 
quantifiable measures to explain behaviour. This type o f research is typically aimed to 
identify the cause and effect and later develop theories that would explain (and assist in 
predicting) human behaviour. In positivism, the ‘human behaviour can be explained in 
much the same way as the behaviour o f matter’ i.e. ‘people respond to stimuli and their 
behaviour can be explained in terms of their reaction’ (Haralambos and Holbom 1991, p. 
18). In other words, the ‘ social world exists externally and that its properties should be 
measured through objective methods, rather than being inferred subjectively through 
sensation, reflection and intuition’ (Easterby-Smith et al 1996, p. 22). The OSL research 
fits well under this proposition since it argues that each individual has an inherent 
tendency to appreciate a predetermined level o f stimulation and that this preference is 
caused by their personality traits.
At the other extreme o f this debate is the social action perspective (post-modern 
approach) where it is argued that human behaviour is influenced by feelings, awareness of 
being and consciousness. The key focus here is on insight and understanding of 
behaviour. However, even the interactionists accepted some degree o f causality in human 
behaviour as long as the understanding o f meaning was incorporated in those 
explanations. The phenomenologists, however, argued that causality has no role in social 
research and the investigation should focus on perception and the ‘ study o f essence’ 
(Haralambos and Holbom 1991).
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To conclude, the phenomenological researchers argue that it is not possible to objectively 
measure any aspect o f human behaviour since every individual interprets their 
environment through categorising stimuli - a wholly subjective process based on previous 
experience and learning. Therefore, any statistics are merely the opinion of those who 
created the figures rather than factual data. They also emphasize the fact that it is 
impossible to evaluate causality in human behaviour. Hence, the key aim for 
phenomenological research would be to understand the meanings used by the members o f 
the society in their everyday life (Haralambos and Holborn 1991).
This research follows a predominately positivist approach since the study is concerned 
with social facts that can be classified and categorised. Furthermore a correlation is 
sought between these facts and some degree o f causality is assumed between personality 
traits, OSL and loyal behaviour. Moreover, the findings will also be applied in the 
development of a theory to explain the tourism destination loyalty phenomenon 
(Haralambos and Holborn 1991).
5.4 Research design
Research in social sciences is mainly concerned with theory construction, data collection 
and the design of data collection methods. The overall aim is to build theories from the 
data available and use these theories to explain behaviour, as well as to give predictions 
and reasons for measured activities. There are two basic types o f research that relate 
measurement and theory together: deduction uses the general theory to explain specific 
observations and induction is concerned with generating theoiy from observed 
relationships (Gilbert 1993).
This research has a micro level focus with emphasis on individual characteristics and 
their effect of tourism loyalty (Ritchie 1975) and Figure 5.1 explains the structure of the 
research process applied in this study:
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Figure 5.1 Research structure
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I
Draw conclusions 
Evaluate the process 
Write up 
Recognise limitations o f this 
research 
Plan future research
Based on: Churchill 1979, p. 66; DeVellis 1991, pp. 51-93; Black 1999, p. 27
The above flow chart is also an accurate reflection o f the whole research process and this 
research plan also proved useful in the final writing up of this thesis. As can be seen from 
the above diagram, this study uses three separate instruments: a behavioural measure, the 
AST-I and a psychological/attitude measure. Therefore, a triangulation o f these 
instruments is required to achieve the stated research objectives:
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5.5 Triangulation
‘The use o f both attitude and behaviour in a loyalty definition substantially increases the 
predictive power of the construct (Day 1969) as each variable cross-validates the nature 
o f a truly loyal relationship’ (Pritchard and Howard 1997, p. 3). This research project 
adopted a triangulation approach to identify the latent and spurious loyalty as well as to 
eliminate the potential bias in holiday patterns that could emerge from travelling with 
other people (Hartmann 1988). Triangulation can also be called methodological pluralism 
and the key aim of triangulation is to use varying methodologies probing at the same 
research question to check the accuracy o f findings and to allow for a more full 
understanding of the phenomenon (Haralambos and Holbom 1991; Oppermann 2000).
The three independent measures used in this triangulation were as follows:
Figure 5.2 Triangulation of the behavioural measure, AST-I and psychological 
measure for destination loyalty
Preferential attitude 
towards a 
destination
Behavioural consistency 
(based on past behaviour)
As can be seen from the above figure, this study adopts the strict loyalty concept as 
identified by Day (1969) and later emphasised by other researchers (e.g. Backman) by 
using a combination o f behavioural and psychological instruments. In other words, the 
respondents are categorised by ail o f these three measures independently as well as by 
using a combination o f some of these measures. Below is a demonstration o f how any one 
o f the three instruments separated the respondents into unique groups;
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Figure 5.3 Triangulation of research instruments
As can be seen from the Figure 5.3 each instrument is analysed separately and the 
overlapping areas of two or more instruments allow for a more sophisticated analysis: 
how the behavioural measure and psychological attachment/attitude measure separated 
the respondents into high/low/latent/spurious loyalty groups (B), to what extent there is 
an association between OSL and the psychological measure (A), does AST-I predict loyal 
behaviour (C) and who are the respondents who fulfil the strictest demands o f all three 
measures combined (D).
From the foregoing discussion, the following ideas contribute to the thesis:
• A psychological/attitudinal measure for loyalty is required to identify spurious and 
latent loyalty
• Triangulation enables the assessment o f predictive, concurrent and face validity
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5.6 The behavioural measure for loyalty
There are very few reports o f consumer loyalty towards holiday destination and the 
existing research also cites the lack o f primaiy research into such a phenomenon (Gyte 
and Phelps 1989; Oppermann 1998; Oppermann 1999; Oppermann 2000). Therefore the 
first objective was formulated and a pilot study was conducted (from here onwards this 
pilot is referred to as pilot study one to differentiate from the second pilot study):
Objective 1: To assess whether loyalty is a phenomenon existing in the tourism 
destination context
Pilot study one (Appendix 3)
The pilot study one was conducted on the island o f Mallorca during the Easter holidays in 
1997 with the key aim o f identifying whether loyalty towards a holiday destination 
actually existed and whether the respondent could remember holiday decisions over the 
past five years. This pilot project had the following objectives:
Objectives for pilot study one
1. To test and develop various measures for the behavioural consistency element o f the 
loyalty measurement
2. To test whether the respondents could recall any holiday decisions from five years 
earlier
3. To test the extent to which the respondents repeated the following elements o f their 
holiday: country, destination, type o f holiday, accommodation, mode of transport, 
travel agent and tour operator used
4. To seek correlations between demographic variables and behavioural loyalty towards 
a destination
There is a full report on pilot study one in Appendix 3. However, below is a summary o f 
key findings:
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Contribution to the final study from p ilo t study one:
• Destination loyalty does exist (14% of subjects visited the same destination each 
year over the five years)
• The majority of respondents returning to the same country also selected the same 
destination within that country
• The respondents can remember their main holiday destinations for the past five 
years when questions lead them from the most recent holiday to the one five years 
earlier
• The respondents do not differentiate between various travel agents and tour 
operators, hence such questions should not be included in future studies
• Ratio approach to measure behavioural patterns did not yield correlations with 
demographic variables, hence proportional measures should be adopted
• Type o f accommodation and transport are not independent o f the destination 
selection and should, therefore, not be included in the final measure in their current 
format
• A behavioural measure for destination loyalty can be inferred from written 
statements where the respondent can judge the level o f specificity according to 
their own perception. In other words, there is no need for a separate country and 
destination measures
The findings o f pilot study one are positive: there is sufficient evidence to suggest that 
destination loyalty exists and that the respondents can remember details o f their holidays 
from five years ago. Furthermore, the analysis o f the data also gave indications o f the 
most appropriate behavioural measure to be implemented. Therefore, the development o f 
the behavioural measure for destination loyalty can draw upon existing research 
conducted in the retail environment and test those principles in the holiday buying 
situation.
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However, the tourism product imposes two further problems to the design o f the 
behavioural measure for destination loyalty: the relatively high prices charged for an 
intangible product (i.e. high involvement purchase) and the infrequent purchase patterns. 
Exter (1986) suggested that if loyalty existed under these conditions it was likely to be 
strongly held. Encouraged by this argument the second objective was formulated and a 
further pilot study was conducted (from here onwards this pilot study is referred to as 
pilot study two to differentiate it from the earlier pilot study):
Objective 2: To develop a behavioural measure of loyalty that describes Objective 1 
Pilot study two (Appendix 4)
The key aim for this pilot study two was to further develop the behavioural measure for 
loyalty and to test specific operational loyalty measures that were recommended by the 
literature. Again the research was conducted on the island o f Mallorca over Easter 
holidays (1998) and trained interviewers were used. The specific objectives for pilot study 
two are stated below:
Objectives for pilot study two
1. To establish individual travel biographies
2. To infer any repeat behaviour from these travel biographies
3. To identify levels o f repeat behaviour from travel activities
4. To test the application o f established loyalty measures from the fmcg (fast moving 
consumer goods) industry in the tourism context
In the de-briefing o f the interviewers it became apparent that many respondents objected 
to the question regarding the total family income. One o f the suggestions from this de­
briefing was that the respondents might feel greater perceived anonymity if such a 
question was not asked in a face-to-face situation.
©2002 148
Outi Niininen Methodology
Contribution to the final study from p ilo t study two:
• Reinforced the findings from pilot study one that a destination loyal segment does 
exist (20.6% of all respondents returned to the same destination 4-5 times over the 
five year period)
• The respondent’ s perception o f a ‘destination’ (Mallorca vs. Magalluf) was 
acceptable for the purpose o f this study when the repeat rate was set by calculating 
the number o f identical entries within the five year period
• The respondents can be divided into three loyalty categories (high - medium - low) 
according to their holiday biographies (provided that the final study achieves 
similar or larger sample size as here)
• The proportion o f all holidays in any given destination as a behavioural measure 
achieved reasonable correlations with demographic variables (when the above 
categories were used)
• All respondents under the age o f 20 should be excluded from the analysis since 
these individuals would have had limited independence in their travel decisions 
over the past five years
• The key reason for taking repetitive holidays in one location was not second home 
ownership in that destination
• The final study will have to control whether the repetitive travel patterns are due to 
visiting friends and relatives (VFR)
• A larger sample size was required for final analysis
• The final survey had to be administered in the respondents home environment to 
avoid any bias due to certain types of tourists preferring destinations such as 
Mallorca
• A mail survey would be likely to result in greater acceptance o f the family income 
question
• A measure for psychological attachment (attitude scale for each individual 
respondent) would allow the identification o f spurious and latent loyalty (i.e. an 
attitude scale would identify whether a history o f repetitive holidays was due to 
attachment towards the destination)
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The two pilot studies feed into the further development o f a behavioural measure that will 
be used in the final survey. This measure will be called the primary behavioural measure:
5.6.1 Primary behavioural measure
Behavioural measures are good when studying what consumers actually do (Dekimpe et 
al. 1997) and they can be used as a key indicator o f future behaviour (Ouellette and Wood
1998). Past behavioural measures for loyalty included the proportion o f purchase measure 
(Backman and Crompton 1991), verbal preference statements (Dall'Olmo Riley et al. 
1997) and behavioural intentions (Fishbein and Ajzen 1975; Iso-Ahola 1980; Gyte and 
Phelps 1989; Oppermann 1999; Brady and Robertson 2001).
However, the link between past behaviour, behavioural intention and future behaviour is 
weak especially when there are long delays between the stated intention and actual 
behaviour (e.g. when re-interviewed only 50% o f the respondents gave the same answers) 
(Dall'Olmo Riley et al. 1997). Hence, long term projections based on intentions can only 
be used to measure macro trends in the market place (Ajzen and Fishbein 1980). In this 
study the behavioural measures are used as a part o f the triangulation model for 
destination loyalty.
The primary behavioural measure is based on destinations visited over the past five years 
(as reported by the respondents) and the evolutionary development o f the behavioural 
measure can be seen from pilot study one and pilot study two (Appendices 3 and 4). The 
ratio measure developed in pilot study one was ambitious, aiming to identify both the pull 
o f the object (M2) as well as the propensity o f the individual to become loyal (Ml). 
However, the results from the two pilot studies indicated that this approach would only be 
feasible with large-scale surveys. Hence the proportional measure tested in pilot study 
two was adopted. The pilot research highlighted further issues too: many components o f 
the holiday are not independent decisions from the initial destination selection, therefore a 
behavioural indicator for the preference o f accommodation and transport types would not 
add value to the analysis. The question 1 from the holiday survey is presented here:
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Question 1 from the holiday survey
1. Please PRINT the name of the COUNTRY of your holiday destination for this year and previous
years in the spaces provided below. If you did not take a holiday in a particular year, please leave
the box empty. Please think about your MAIN holiday for each year only.
Year Country of Destination
1999
1998
1997
1996
1995
As can be seen from the question 1, the definition o f a destination was left to the 
respondent’s perception and the research was only interested in the number o f times the 
same destinations (as perceived by the respondent) were reported. Hence, following the 
example set by Martin Oppermann (2000), a country level definition for a destination was 
also considered appropriate since most subjects who repeatedly visited the same country 
also went to the same destination (pilot study one). Such an open question also allowed 
for analysis o f the regions the subjects had spent holidays in. This part o f the data will be 
used as a part o f the loyal tourist profiles (Objective 5).
The following example illustrates the coding for question 1 in the holiday survey:
1999 Mallorca
1998 USA
1997 USA
1996 Australia
1995 USA
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The primary behavioural measure is only concerned with the extent to which the 
respondents had returned to any one destination over their five-year travel career. In other 
words, a simple percentage share o f total number o f destinations was used to evaluate 
repeat holiday behaviour (Day 1969). Here it is important to note that not going on 
holiday can become a repetitive pattern too and this would suggest a negative attitude 
towards holidays or some element o f the holiday product (Riley et al. 2001). Hence the 
respondents were specifically instructed to leave an empty space for the year they had not 
taken a holiday.
The primary behavioural measure had two different types o f coding, initially the high- 
medium-low coding from the pilot study two was planned. Unfortunately, the low sample 
size only allowed a simpler coding o f high vs. low. By adopting this approach a greater 
consistency between the measures used in this study was created: all three measures 
(AST-I, attitudinal instrument and the primary behavioural measure) group the 
respondents into high and low categories (Day 1969).
The split between high and low loyalty groups is by the median value o f all possible 
destination patterns. By default, three or more repeated visits to just one destination 
classified as loyal behaviour (Backman 1991; Ryan 1998; Oppermann 1999). In other 
words, those with a scores 60%/80%/100% would be called as high and those with scores 
0%/40% would be assigned in the low category. Furthermore, by ‘ concentrating’ cases 
under limited categories the probability o f having a value below five in any cell will also 
be limited if Chi-square tests are implemented.
However, the primary behavioural measure on its own is not sufficient to provide profiles 
for subjects with a high tendency to become loyal towards destinations as required by 
Objective 5 (to profile tourists who are classified as having a high propensity towards 
destination loyalty). Hence more description o f the subjects is required. In this study, 
there were other behavioural questions identified from the literature and these were 
included in the final survey. These are called secondary behavioural measures and they 
are explained in more detail below:
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5.6.2 Secondary behavioural measures
The degree o f habitual behaviour was also measured for specific elements within the 
holiday product:
• holiday type (question 2)
• travel party (question 3)
• independent vs. package holiday (question 8)
• booking time (question 4)
The respondents were asked to indicate their holiday decisions for each of these elements 
o f a holiday package over the same five-year period, the layout o f the questionnaire was 
designed to be consistent from one question to another so as not to confuse the 
respondent. As before, the questions covered the five-year travel' career o f the respondent:
Question 2 from the holiday survey
2. Which of the,following statements best describes your MAIN holiday for each year. Please cross 
only ONE holiday type per year. . . .  .
1999 1998 1997 1996 1995
Visiting friends and family □ □ □ □ □
Acitivity holiday . □ □ □ □ □
Sun, sea and sand □ □ □ □ □
Culture holiday □ □ □ □ □
Cruise / canal boat □ □ □ □ □
Countryside holiday □ □ □ □ □
Skiing □ □ □ □ □
Touring □ □ □ □ □
Other □ □ □ □ □
The above holiday type categories emerged from the literature and were also used in the 
pilot study one. The visiting friends and family statement is also required to evaluate the
 ^ ------------------------------------
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number o f repeated holidays due to VFR. Furthermore, second home ownership is 
repeatedly argued as the main reason for destination loyalty in conversations with tourism 
academics. For this purpose a control question (no 5) is included in the holiday survey:
Question 5 from the holiday survey
5. Do you own property or time-share in any of your past holiday destinations. Please place a jx) 
each year that applies, ( i f  N O  p l e a s e  g o  to  q u e s t i o n  6)
I own property or time-share 1999 1998 1997 1996 1995
in this/these destinatioh(s) CH CH CH CH [ j
The question 5 is specifically required to evaluate the extent to which destination loyalty 
is simply an outcome of second home/time-share ownership. The pilot study two already 
indicated that the majority of the loyal tourists do not own a second home in their 
favourite destination. However, a control question like this is recommended for each 
destination loyalty study.
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The next question (no 3) investigates the composition o f the subject’ s travel party:
Question 3 from the holiday survey
3. On holiday each year, were you
family or friends 
social group 
not accompanied
The above question 3 furthers the understanding o f the holiday patterns o f the loyal 
tourists. Moreover, the 4not accompanied’ statement could prove interesting for two 
reasons. Firstly, the commonly argued reason for destination loyalty is the need to feel 
safe and secure whilst on holiday (Gitelson and Crompton 1984) and one moderating 
factor of such perceived safety is the composition o f the travel party. In other words, the 
literature can be interpreted so that loyal tourists are more likely to travel with the people 
they know best, i.e. family members. Secondly, what is the effect o f OSL in the travel 
party composition? The conclusion from the OSL literature is that those subjects with a 
high OSL are more likely to travel on their own, i.e. to maximise the stimulation 
opportunities by meeting new people on holiday, and the low OSL respondents would 
(again) be travelling with the people they know best, i.e. family members.
accompanied by: ( p le a s e  c r o s s  o n l y  O N E  b o x  p e r  y e a r )  
1999 1998 1997 1996 1995
□ □ □ □ □
□ □ □ □ □
□  □  □  □  □
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The next question (no 8) evaluates the degree o f independence the subjects reported in 
their vacation bookings:
Question 8 from the holiday survey
8. Please indicate which of your holidays were either 'package tours’ or arranged independently.
(please jxj one for each year)
1999 1998 1997 1996 1995
Package tour □ □ □ □ □
Arranged independently □ □ □ □
The question 8 can be a further measure for the suggested need for safety by loyal 
tourists. The argument here is that 4package tours’ offer the subjects more perceived 
security in their travel arrangements when the holiday-maker can rely on the 
‘professional’ support network o f guides and make their travel arrangements with known 
domestic businesses. However, ‘ independent holidays’ could be an outcome o f two 
different reasons: (1) the stimulation seeking tendencies o f the high OSL subjects (low 
loyalty) or (2) the increased knowledge o f the destination and a strong positive attitude 
towards the destination (high loyalty). The findings here will help with profiling loyal and 
variety seeking tourists.
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The next question (no 4) investigates the planning time required for holidays for both the 
variety seekers and loyal tourists:
Question 4 from the holiday survey
4. How long in ADVANCE did you book your holidays? (please cross only ONE box per year)
1999 1998 1997 1996 1995
1 to 2 weeks (last minute deal) □ □ □ □ ' □
Approximately 1 month □ □ □ □ □
2 to 3 months □ □ □ n ' □  ■
4 to 8 months □ □ □ □ □
9 to 12 months □ □ □ □ □
Over a year □ ■ □ □  . □ □
The key distinction from the above statements is between the ‘ last minute deals’ and
4over a year '. There are two underlying assumptions under investigation here: (1) the 
loyal tourists with extensive personal knowledge o f the destination should be making 
swift holiday buying decisions (Cook and McCleary 1983; Etzel and Wahlers 1985). (2) 
The other argument is that holidays could command great importance in the minds o f the 
loyal vacationers (i.e. psychological attachment) and the actual holiday process could 
therefore stretch much further than the time spent away from home (as argued by 
Callanan and Pryer 1994). To what extent are short booking times a statement o f habitual 
behaviour? This argument would be supported by a large number o f spurious loyals 
reporting short booking lead-times. Does high psychological attachment towards a 
destination result in longer booking lead-times as argued by Callanan and Pryer?
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For questions 2-4 and 8, the pattern o f repetitive behaviour was measured with the same 
ratio technique as with the destination selection (question 1): a proportional measure for 
the most common category under each heading (0%/40%/60%/80%/100%)(for more 
details o f the coding o f each questionnaire can be seen in Appendix 10). Furthermore, 
each answer for these secondary loyalty measures was cross-checked with destinations 
written in question 1 by each subject to improve accuracy. Questionnaires with 
discrepancies between answers (e.g. ‘no holiday’ for 1999 in question 1 and 4sun-sea- 
sand’ for 1999 in question 2) were excluded from the analysis.
The following example illustrates the coding for the type o f holiday:
1999 Sun, sea and sand 
1998 Cruise 
1997 Skiing 
1996 Cruise 
1995 Cruise
The subjects were split into high  and low  categories by applying the same median rule 
here: scores 60% /80% /100%  would be called as high and those with scores 0% /40%  
would be assigned to the low category. In the above example, the subject has elected to 
take three cruise holidays over the past five years. Therefore he/she will be classified as 
high-5:
• 60%  (high) behavioural consistency
• No 5 coding indicates that it is a cruise holiday they have frequented (Appendix 
10)
Holiday type categories used in 
question 2 (Appendix 10)
1. Visiting friends and relatives
2 . Activity holiday
3. Sun, sea and sand
4 . Culture holiday
5. Cruise /  canal boat
6. Countryside holiday
7. Skiing
8. Touring
9. Other
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It is recognised that these sub-elements o f the holiday experience are merely a pointer for 
the observed habitual holiday decisions and cannot be used as a standalone measure. 
After all, many destinations segment their target market efficiently and offer different 
services to separate target markets. Furthermore, sun-sea-sand type o f holidays are 
available in many coastal regions at some time o f the year, hence this measure can only 
be used as an ‘ indicator’ for preference to some consistency within the holiday package.
As identified in the general objectives (no 5) o f this study, one aim of this research is to 
describe the loyal/disloyal subjects. A complete set o f the data under the three headings o f 
high/low primary behavioural measure, high/low AST-I and high/low rTILTS and the 
degree of consistency in the subjects’ holiday decisions are presented in Appendices 11-
13.
From the foregoing discussion, the following ideas contribute to the thesis:
• Primary behavioural measure was developed through pilot studies. See above
• The high vs. low coding was adopted for behavioural measures since the final 
sample size was smaller than with pilot study two
• A combination o f primary and secondary behavioural measures will be used to 
describe the degree of behavioural consistency for sub-samples
The next part o f this study explains how the AST-I scale was used in this research project:
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5.7 The application of the AST-I instrument
This part will explain the implementation o f the first independent measure of this study, 
namely the AST-I scale. The AST-I will separate the subjects into variety seeking and 
variety avoiding categories, hence building towards the measure o f destination loyal 
tourists. Furthermore, the use o f the AST-I instrument is directed by the research 
proposals as well as research objectives:
Objective 3: To test the concept of optimum stimulation level in the tourism context 
through the AST-I measure
The application of the AST-I scale followed the process stated in Figure 5.4:
Figure 5.4 The application of the AST-I instrument
Review OSL literature
I
Evaluate established scales
I
Select AST-I
I
The above figure summarises the whole AST-I instrument development process. Once the 
association between tourism and sensation seeking was established the OSL literature was
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reviewed to seek further understanding o f the concept and the recommended way to 
measure the phenomenon:
1. Review the OSL literature
The OSL has its roots in personality traits, hence it is a fairly stable construct. 
Furthermore, the OSL has been under investigation for the past five decades and there are 
some well established instruments to measure it e.g. AST-I (Venkatesan. 1973; Steenkamp 
and Baumgartner 1992). Moreover, exploratory behaviour links OSL and tourism through 
variety seeking and play behaviour (Fiske and Maddi 1961; Godbey and Graefe 1991).
2. Evaluate established scales (AST-I vs. AST-II)
Here only the AST scales will be discussed since a more thorough evaluation o f the OSL 
measures has already been presented earlier. The arousal seeking tendency (AST) 
instrument was designed to measure the optimum stimulation level o f the respondent and 
this scale was originally developed in 1973 by Mehrabian and Russell. Although the later 
AST-II offers greater internal consistency (Baumgartner and Steenkamp 1994), the earlier 
version o f the AST scale (i.e. AST-I) was selected due to the copyright limitations 
attached to the slightly advanced AST-II (Appendix 6). In other words, the AST-II scale 
is only available from its creator and after signing a personal assurance that no part o f this 
scale will be made publicly available for 
inappropriate for the purpose o f this study. It 
scale received higher validity scores and since it 
quicker for the respondents to complete.
any reason. Hence it was considered 
is, however, recognised that the AST-II 
includes six fewer statements it would be
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3. Select AST-I
The AST-I measures arousal from five areas (change, unusual stimuli, new environment, 
sensuality and risk) all of which can be present in consumer buying behaviour. These five 
sub-scales have been found to have a positive and significant intercorrelation and the 40 
statements o f this instrument ‘measures aspects o f a single personality trait’ (Mehrabian 
and Russell 1973, p. 324). Furthermore, the AST-I includes ‘ salient global components’ 
(Wahlers and Etzel 1985, p. 286) and the total end-score (after reversing the score of 
negatively worded statements) indicates the OSL for each subject (Raju 1980). Here it 
must be re-iterated that it is only the total end-score that is o f interest in this research 
(Steenkamp and Baumgartner 1992).
4. Test the understanding o f the AST-I instrument
The implementation of the AST-I scale was piloted as an exercise for two groups o f 
second year undergraduate students as a part o f their ‘research methods in consumer 
behaviour-’ tutorial: no problems were identified with the use o f this scale and the 
grouping o f students under variety seeking/avoiding individuals appeared plausible. A 
more formal pilot was not considered relevant since the AST-I scale has been thoroughly 
evaluated in the past and is supported with thorough instructions for the procedure 
(Mehrabian and Russell 1974; Mehrabian 1994).
5. Implement the AST-I instrument
In the original design both AST scales (versions I and II) came with a 9-point Likert 
scale. However, in 1992 Steenkamp and Baumgartner proved that reducing the AST-II 
scale to include 5-point Likert did not significantly reduce the reliability o f this 
instrument. When taking into consideration that the average person can evaluate only 5-9 
items at the same time (Kardes 1999) and that the 5-point version is the most commonly 
used (Procter 1993), a change to a 5-point Likert (varying from -2  ‘ strongly disagree’ to 
+2 ‘ strongly agree’) for AST-I as well appeared justifiable.
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The subjects were split into high and low  categories bv following these steps:
• calculating the total score per subject (taking into consideration the positive and 
negative values)
• normalising these total scores since this is the first time the 5-point Likert has 
been applied to the AST-I
• using the median value (zero in this case) (Mehrabian 1994) to classify subjects 
into high and low OSL groups. In other words, respondents with a positive 
numerical value have variety seeking tendencies and those with negative values 
have variety avoiding preferences
In this study the AST-I instrument is used to test the OSL concept in the tourism context 
(Objective 3). The layout o f this AST-I instrument used in survey 2 is displayed next:
© 2002 163
Outi Niininen Methodology
AST-I used in survey 2
Please use the following scale to indicate the degree o f your agreement or disagreement 
with each of the statements by placing an “x” with each o f the statements on the 
following pages.
I seldom change the pictures on my walls
I am not interested in poetry
It is unpleasant seeing people in strange 
weird clothes
I am continually seeking new ideas and 
experiences
I much prefer familiar people and places
When things get boring, I like to find 
something new and unfamiliar to experience
I like to touch and feel sculpture
I don’t enjoy daring and foolhardy things just
for fun
I prefer a routine way of life to an unpredictable 
one full of change
People view me as quite an unpredictable
person
I like to run through heaps of fallen leaves
I sometimes like to do things that are a little 
bit frightening
prefer friends who are reliable and predictable 
to those who are excitingly unpredictable
I prefer an unpredictable life full of change 
to a more routine one
I would'nt like to try the new group-therapy 
techniques involving strange body sensations
Strongly Neither agree Agree
disagree Disagree or disagree Agree strongly
□ □ □ □ □
□ □ □ □ □
□ □ □ □ □
□ □ □ □ □
□ □ □ □ □
□ □ □
i'V
□ □
□ □ □ □ □
□ □ □ □ □
□ □ □ □ □
□ □ □ □ □
□ □ □ □ □
□ □ □ □ □
□ □ □ □ □
□ □ □ □ □
□ □ □ □ □
©2002 164
Outi Niininen Methodology
Using the boxes below, please indicate how strongly you agree or disagree with the following 
statements: .<
Strongly
disagree Disagree
Neither agree 
or disagree Agree
Agree
strongly
Sometimes 1 really stir up excitement □ □ □ □ □
1 never notice textures □ □ □ □ □
1 like surprises □ □ □ □ □
My ideal home would be peaceful and quiet □ □ □ □ □
1 eat the same kind of food most of the time □ □ □ □ □
As a child, 1 often imagined leaving home 
just to explore the world □ □ □ □ □
1 like to experience novelty and change in 
my daily routine □ □ □ • □ □
Shops with thousands of exotic herbs and 
fragrances fascinate me □ □ □ □ □
Designs and patterns should be bold and
exciting □ □ □ □ □
1 feel best when 1 am safe and secure □ □ □ □ □
I would like the job of foreign correspondent 
for a newspaper □ □ | [ • Q □
I don't pay much attention to my surroundings □ □ □ □ □
1 donl like the feeling of wind in my hair □ □ □
1 like to go somewhere different nearly every day □ □ □ □ □
1 seldom change the decor and furniture 
arrangements at my place □ □ □ □ □
1 am interested in new and varied interpretations 
of different art forms □ □ □ □ □
1 would'nt enjoy dangerous sports such as mountain 
climbing, aeroplane flying or sky diving □ □ □ □ □
1 donl like to have lots of activity around me □ . □ □ □ □
1 am interested in what 1 need to know □ □ □ □ □
1 like meeting people who give me new Ideas □ □ □ □ □
1 would be content to live in the same house for 
the rest of my life □ □ □ □ □
1 like continually changing activities □ □ □ □ □
1 like a job that offers change, variety and travel 
even if it involves some danger □ □ □ □ □
1 avoid busy, noisy places □ □ □ □ □
like to look at pictures that are puzzling in some way □ o □ □ □
As can be seen from the above scale, this instrument includes 40 statements (with 20 
positively and 20 negatively worded statements) attached to a Likert scale. To identify 
statements with positive and negative wording see Appendix 1.
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From the foregoing discussion, the following ideas contribute to the thesis:
• The AST-I scale will be used in this study
• The AST-I can be implemented with a 5-point Likert
• Analysis o f the opposite behaviour type to loyalty (i.e. variety seeking) will
enhance understanding of loyalty (Rowley and Dawes 2000), hence the AST-I
instrument will facilitate the identification o f variety seekers
The next part of this project focuses on the development o f the attitude scale used to 
measure the psychological attachment component o f destination loyalty:
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5.8 The development of the attitude scale to measure 
destination loyalty
The Objective 4 aims to identify people with a higher propensity towards destination 
loyalty. This can only be achieved by identifying the OSL level o f each respondent as 
well as their inherent attitude towards destination loyalty. Furthermore, to achieve the 
strict conceptual definition o f loyalty both behavioural and psychological measures have 
to be used. For this purpose a new instrument has to be developed to identify those 
subjects who have an inherent propensity to become loyal towards a holiday destination. 
From here onwards, this instrument is called the tourist’s inherent loyalty tendency scale 
(TILTS).
5.8.1 The theory of attitude scales
An attitude is a latent variable, observable only when the attitude object is present 
(DeVellis 1991). However, the respondent’ s attitude towards an object can be captured 
through verbal statements that cover the subject’s feelings and beliefs; (learned) 
knowledge o f the object; as well as past actions and future intentions towards the object. 
Linguistics would call such statements opinion statements where each scale item is placed 
on an evaluative dimension from positive to negative (Ostrom 1989).
The wording o f attitude statements is especially important since ‘no amount o f statistical 
manipulation will produce a good attitude scale unless the ingredients are right’ ... and ... 
‘an attitude statement is a single sentence that expresses a point o f view, a belief, a 
judgement, an emotional feeling, a position for or against something’ (Oppenheim 1992, 
p. 174). The statements should be worded so that the respondent indicates a degree of 
agreement or disagreement in each o f their answers (DeVellis 1991; Oppenheim 1992).
Most existing attitude scales place the attitude score on a continuum from positive to 
negative according to the person’s evaluation o f the attitude object. Furthermore, verbal 
and non-verbal measures o f attitude are equally good, they both measure the underlying 
disposition (Ajzen 1989, p. 245).
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For truly loyal holiday makers, the A-B consistency is expected to be high since tourism 
loyalty is based on past behaviour, repetitive decision-making (repetitive activation of 
relevant attitude), repetitive past personal experiences o f the product, and finally, holiday 
behaviour is intrinsically motivated, hence rewarding to the individual (Regan and Fazio 
1977; Fazio and Zanna 1978; Iso-Ahola 1980; Smith and Swinyard 1983).
Furthermore, a better A-B consistency can also be achieved when both attitudes and 
behaviour are measured at equal level o f specificity (Ha 1998). In this study both 
attitudinal and behavioural measures were especially designed for the research question 
set and should therefore yield a better predictive power. Moreover, for habitual behaviour 
the attitude towards the behaviour should Be weak (or even contradicting) and therefore 
the A-B correlation can be very low (Ronis, Yates, and Kirscht 1989).
The ABC model o f attitudes suggests a multidimensional construct and the attempts to 
measure it have included behavioural, affective and multi-component instruments. 
Attitudes are considered as a complex psychological presence hence a simplistic measure 
would not explain the phenomenon (Ostrom 1989). The conceptualisation o f a three- 
component scale should include the following types o f statements:
Cognitive: statements regarding knowledge and expertise o f the destination or 
beliefs about the relationship o f repetitive tourism as well as other concepts like 
health and happiness. Furthermore, statements indicating beliefs about the benefits 
o f such a holiday to the individual: developing friendship, renewing energy, 
relaxation and self-development needs
Affective: statements involved with evaluation o f the repeat tourism experience 
and various activities during this holiday. These statements generally indicate 
liking or dislike of the attitude object
Behavioural: verbal statements about behavioural intentions towards specific 
activities as well as evaluations o f past and future participation with repetitive 
tourism (or any element o f it) (Ragheb and Beard 1982)
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Furthermore, the statements should be interesting and meaningful to the respondents and 
represent the emotional nature of attitudes. Therefore, very factual wording should be 
avoided. Moreover, the statements should be short and they should avoid any misleading 
wording, e.g. double-barrelled sentences and advertising slogans. Moreover, the true 
reason for the attitude scale does not have to be made clear to the respondents and 
statements that are too direct should be avoided (Oppenheim 1992).
An individual’ s attitude towards an object, i.e. the magnitude and direction, can be 
measured by calculating an arithmetic score o f  the ratings given for each attitude scale 
statement (in this case a Likert scale) (Scott 1968). This measure is by no means a' 
sophisticated one but it will allow the classification o f the total population into high- 
medium-low strength o f attitude towards the object (Foxall 1986).
A scaling approach is recommended since the specificity o f individual statements can be 
averaged in the process o f converting individual item rankings into a total score. 
Furthermore, the combination o f several (varying) items increases the differentiation 
between individuals (at a finer level). Moreover, by increasing the number o f statements 
within the scale, the reliability becomes greater at the same time as the measurement error 
decreases (Churchill 1979).
From the foregoing discussion, the following ideas contribute to the thesis:
• Statements in the attitude scale will need to be clearly worded
• Statements in the scale will need to cover the three elements o f attitudes: affective, 
cognitive and conative
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5.8.2 Attitude scale development: tourist’s inherent loyalty tendency 
scale (TILTS)
The TILTS scale has the following objectives:
• to separate subjects with a positive or negative attitude towards repeated holidays
• to identify the general vacation attributes that contribute to destination loyalty
The TILTS development process followed the classic scale development sequence as 
proposed by DeVellis (1991, pp. 51-80) (Figure 5.5):
Figure 5.5 The tourist’s inherent loyalty tendency scale development process
1. Identify clearly what the 
scale aims to measure
i
2. Generate initial item pool 
from literature
1
3. Determine the format for 
measurement: Likert
4. Evaluate/reduce the number of 
statements: Q-sort
I
5. Consider inclusion of 
validated items
The steps from Figure 5.5 are all discussed in more detail below:
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1. Identify clearly what the scale aims to measure
The aim of the TILTS development was to devise an instrument that would measure the 
underlying attitudes that lead to repetitive holidays and loyalty towards a destination. For 
this purpose the holiday product was analysed to identify the factors contributing to the 
positive attitude towards returning to the same destination under the following sub­
categories: type o f holiday, destination characteristics, accommodation within the 
destination, restaurants visited and the planning o f the holiday.
2. Generate initial item pool from literature
The attitude scale development started from an extensive literature review to generate the 
initial pool o f 70 statements relating to the five key attributes o f tourism destinations 
(destination, holiday type, accommodation, food and drink as well as the planning o f the 
holidays) (Appendix 14). These 70 statements were also considered as feasible for the 
respondent to evaluate and quantify (i.e. deductive approach) (Howard and Sheth 1968).
Special care was taken when statements were worded to ensure each statement addresses 
only one issue at a time in simple and coherent language (Easterby-Smith, Thorpe, and 
Lowe 1996) as well as avoiding statements that could be associated with holiday 
advertisements (as this could cause bias) (Dall'Olmo Riley et al. 1997). Some statements 
included negative wording and the scoring for these items will be reversed (Hinkin, 
Tracey, and Enz 1997). Furthermore, the number o f extreme statements was limited and 
all statements will be presented in a random order (Oppenheim 1992).
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3. Determine the format for measurement
‘The Likert scale measures the groupness o f attitudes so that dimensions are said to be 
related’ (Clark et al 1998, p. 124). The attitude scale should consist o f an equal number of 
positive and negative statements o f the attitude object and the respondents are invited to 
agree/disagree with each statement. The mid-point o f the scale identifies those with a 
positive or a negative attitude towards the object (Clark et al. 1998).
A five point Likert scale was used to examine the relationship between items on the scale 
and for consistency between the scales used (-2= strongly disagree; -1= disagree; 0= 
neither agree nor disagree; 1= agree; 2= strongly agree). A 5-7 point Likert is considered 
to create adequate coefficient alpha (internal consistency) to evaluate relationships 
between items and scales (Hinkin, Tracey, and Enz 1997), the most common one being 
the 5-point version (Procter 1993). The reliability o f the Likert scale is considered to be 
good, even higher than the Thurstone scale in many situations (Oppenheim 1992). The 
Likert scale was also selected to keep a degree o f consistency throughout the study and 
since the AST-II scale implemented a five-point scale this method was adopted for the 
new scale as well (Steenkamp and Baumgartner 1992).
The subjects are split into hish  and low  categories by following these steps:
• calculate the total individual score by taking into consideration the positive and 
negative signs for each statement
• normalise these total scores since there are no established norms to compare 
subjects’ TILTS scores to
• use the mid-point o f these TILTS scores to determine positive and negative 
attitude towards destination loyalty. In other words, respondents with positive 
numerical value in TILTS have a variety seeking attitude and those with a 
negative total score have a loyal attitude towards destinations
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4. Evaluate/reduce the number o f statements: O-sort
The initial pool o f 70 statements (Appendix 14) were then internally evaluated to reduce 
the pool o f statements to 50 for assessment by an expert panel (Appendix 15). For the 
purpose o f this evaluation 28 tourism academics completed a Q-sort for content adequacy 
evaluation where statements with high variance were eliminated (Ostrom 1989; 
Oppenheim 1992; Malhotra 1996; McDougall and Munro 1997).
The Q-methodology involves using a systematic ranking procedure where the experts 
rank statements using a methodology called a Q-sort (Myers 1990; Ekinci and Riley 
2001). It is a very robust but versatile methodology aiming to achieve ‘ liberal pluralism’ 
through its process (Stainton Rogers 1995, p. 183; Ekinci and Riley 2001). This process 
looks for correlations between respondents and aims to reduce the number o f items in the 
internally judged (and reduced) pool o f statements closer to a more manageable amount 
(Lemon 1973) as well as providing evidence towards face validity evaluation. The Q-sort 
is also considered ‘the proper ground work to the generation o f questionnaire items’ 
(Stainton Rogers 1995, p. 184) as it combines the strengths o f both qualitative and 
quantitative methods (Brown 1996). Q-sort ‘ is especially suited to cases where the very 
existence o f concepts has not been established’ ... and ... ‘ it’ s about finding concepts and 
categories’ (Ekinci and Riley 2001, p. 205).
The Q-methodology is controversial; it has been both highly praised and seriously 
criticised. On the positive side, the value of Q-sort is recognised in scale construction and 
it is a useful tool for exploratory research. The criticism focuses on the lack o f a random 
sample, limited sample size and loss o f some valuable data through the process (Kerlinger 
1975). In this study the role of Q-sort was to assist in the tourist's inherent loyalty 
tendency scale development.
The aim for this Q-sort was to find consensus amongst a panel o f experts with regard to 
which statements would best represent the variety seeking or loyal tourists. In the past 
60% and 70% rules have been cited as an appropriate minimum requirement for the 
inclusion o f the statement into the final instrument (Ekinci and Riley 2001).
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In this Q-sort the panel o f experts were given the profiles for variety seeking and variety 
avoic/mg tourists. Each expert completed their Q-sort individually and independently and 
they all received standard instructions, verbally, from the researcher. A Q-set should 
include between 10 and 120 statements (Kerlinger 1975; Stainton Rogers 1995), in this 
instance each expert was asked to evaluate 50 statements printed on individual cards 
(presented in a random order) and place them on either 4variety seeking tourist, 4variety 
avoiding tourist or 4don’t know’ categories (Stainton Rogers 1995; McDaniel and Gates 
1995). The 50 statements subjected to the Q-sort are displayed in Appendix 15, the verbal 
instructions given to each panel member are in Appendix 16 and the descriptors for 
variety seeking tourist and loyal tourists are in Appendix 17.
5. Consider inclusion o f validated items
This survey with two separate scales (one with 40 items) and additional behavioural and 
classification variables was considered demanding for the respondents. Therefore every 
effort was made to make the two separate surveys as easy as possible to answer. As 
common for attitude scales it was decided that the TILTS scale should also have equal 
numbers o f positive and negative statements together with the 5-point Likert scale (as 
with the AST). The aim here was to assist the respondents as much as possible in their 
task.
The total number o f statements in an attitude scale is arbitrary, recommendations being 
united with the minimum of ‘above 6\ The Q-sort identified 24 statements where 70% of 
the Q-sort respondents had agreed on the classification o f the statement into either variety 
seeking or variety avoiding holiday behaviour, an additional 2 statements (with a score 
just below 70%) were required to achieve a balance o f 13 positively and 13 negatively 
worded statements (Appendix 18). The final scale, therefore, included 26 statements each 
with a five point Likert scale. The TILTS instrument incorporated into the holiday survey 
is presented here:
©2002 174
Outi Niininen Methodology
TILTS scale incorporated into the holiday survey (question 9)
9. Using the boxes below, please indicate how strongly you agree or disagree with the following
aiements: Strongly Neither agree
disagree Disagree or disagree Agree Agree strongly
I find package tours limiting □ □ □ □
1 like seeing familiar food on the menu □ □ □ □ □
1 prefer going to places my friends haven't
heard of □ □ □ □ □
1 like to go native on holiday □ □ □ □ □
1 tend to want to return to the same 
holiday destination each year □ □ Q □ □
1 like to experience new cultures on holidays □ □ □ □ □
1 prefer to make my. own travel arrangements □ □ Q □ □
Travelling on your own is fun □ □ □ □ □
Being spontaneous is part of being an holiday
□ □ □ □ □
1 want a clear idea about accomodation 
before 1 book a holiday □ □ □ □
For me, holidays are about relaxation
' □ . □ □ □ □
Talking to locals can be intimidating
□ □ ■ □ □ □
1 can't understand people who just want to 
lie on a beach □ □ □ □ □
The safest way to explore a place is through 
. organised lour • . . n : : p . □  ,. . .  . Q
Sometimes the unexpected makes a holiday □ □ □ □ □
1 prefer to leave my holiday arrangements to
the professionals □ □ □ □ □
I just need to feel the warmth of the sun for
a good holiday □ □ □ □  .
Package tours are an ideal way to arrange
a holiday □ . □ □ □ □
It's fun to get lost on holiday n .
■ □ □ □ □
1 like being recognised by staff at a hotel □ □ □ □ □
1 worry about eating strange food □ □ □ □ □
Planning means less worry on holiday □ □ □ □ □
1 prefer eating with the locals □ □ □ □ □
Holidays are about exploring the world □ □ □ □ □
1 don't like holidays in unfamiliar locations □ □ □ □ □
There’s nothing wrong with spontaneous 
fast minute holidays □ □ □ □ □
The positive and negative wording o f the TILTS statements can be seen on the following 
pages together with the sub-scales.
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The above 26 final TILTS statements are distributed under five sub-categories: 
destination, holiday type, accommodation, wining and dining as well as holiday planning. 
The distribution of the TILTS statements under these sub-scales is presented here:
Sub-scale I: destination
• I prefer going to places my friends haven’t heard o f (+)
• I tend to want to return to the same holiday destination each year* (-)
• I don’t like holidays in unfamiliar locations (-)
Sub-scale 2 : type of holiday
• I like to experience new cultures on holidays (+)
• Travelling on your own is fun (+)
• Being spontaneous is part o f being on holiday (+)
• For me holidays are about relaxation (-)
• Talking to locals can be intimidating (-)
• I can’t understand people who just want to lie on a beach (+)
• The safest way to explore a place is through an organised tour (-)
• Sometimes the unexpected makes the holiday (+)
• I just need to feel the warmth o f the sun for a good holiday (-)
• Package tours are an ideal way to arrange a holiday (-)
• It’ s fun to get lost on holiday (+)
• Holidays are about exploring the world (+)
Sub-scale 3: accommodation
• I like to go native on holiday (+)
• I want a clear idea about accommodation before I book a holiday (-)
• I like being recognised by staff at a hotel (-)
Sub-scale 4: wining and dining
• I like seeing familiar food on the menu (-)
• I worry about eating strange food (-)
• I prefer eating with the locals (+)
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Sub-scale 5: holiday planning
• I find package tours limiting (+)
• I prefer to make my own travel arrangements (+)
• I prefer to leave my holiday arrangements to the professionals (-)
• Planning means less worry on holiday (-)
• There’s nothing wrong with spontaneous last minute holidays (+)
These five sub-scales will be subjected to factor analysis to provide more insight into the 
attitude towards repeated holidays, the TILTS instrument and the underlying elements of 
it. Factor analysis can also be used to reduce the number o f statements and the outcome of 
this factor analysis should identify those holiday attributes that influence loyal, as well as 
variety seeking, holiday behaviour (Malhotra 1996).
Whether the data collected is appropriate for factor analysis will be evaluated by (1) 
inspection o f the correlation matrix and anti-image correlation matrix, (2) the Kaiser- 
Meyer-Olkin measure o f sampling adequacy which should be above the required 
minimum o f .6 , and (3) the Bartlett test o f sphericity which should be large and give a 
significant result. The principal component factor analysis is suggested here since it is 
predominately concerned with the minimum number o f factors that will account for the 
maximum variance in the data compared to the common factor analysis where the key 
aim is to establish the underlying dimensions and the common variance within the data 
collected (also called the principal axis factoring) (Malhotra 1996; Coakes and Steed
1999).
The number o f factors to be extracted to explain the variance within the data will be 
determined by one o f the six key approaches to deciding the exact number o f factors: 
prior determination, eigenvalues, the amount o f variance the factors account for, scree 
plot, split half reliability and significance testing (Malhotra 1996). The next stage will be 
to rotate the factors.
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The aim for rotating the factors is to transform the factor matrix into one that is easier to 
inteipret and that the final factors would have significant loadings and each variable 
would also have a significant loading with only a few factors (preferably with just one 
factor). In this instance the Varimax rotation (Orthogonal rotation where axes are 
maintained in right angles) with Kaiser Normalisation is the most likely approach 
(Malhotra 1996).
In conclusion, the tourist’s inherent loyalty tendency scale developed in this study 
followed many o f the principles from the AST-I scale: both had an equal number o f 
positive and negative statements (as appropriate for attitude scale) and both used 5-point 
Likert scales which asked the respondents to rank statements according to their personal 
opinion o f each sentence. As with the AST-I scale the TILTS also had sub-scales built 
into it with the following focuses: destination, type o f holiday, accommodation, food and 
restaurants and planning of the holiday.
From the foregoing discussion, the following ideas contribute to the thesis:
• A tourism destination loyalty attitude scale will separate spurious and latent loyals
• The TILTS data will be factor analysed to identify the vacation attributes that 
contribute to destination loyalty
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5.9 Evaluate items and measurement accuracy
The evaluation o f the TILTS instrument as well as the evaluation o f the whole research 
process forms a large proportion o f the findings, discussion and reflection part o f this 
study. However, it was considered important to recognise at this point the key tools to be 
used for assessment.
Any measure should only be accepted after proven validity, reliability and sensitivity: for 
the AST-I scale the validity and reliability scores will be compared to published results 
from the past, the tourist’s inherent loyalty tendency scale is being developed and 
analysed here and, the behavioural measures were evaluated in the pilot studies. 
However, further analysis into this measure will also-feed into the following chapters. At 
the same time, it is also important to recognise the phenomena the instrument is 
attempting to measure and what this means (Churchill 1979). In this instance, the 
phenomenon under investigation is the tendency for tourists to become loyal towards any 
one destination. The conceptual definition for loyalty requires both behavioural and 
attitudinal elements to be present before any consumption could be defined to represent 
loyalty. The following is an outline o f the potential tools for evaluating the three 
measures used in this study:
5.9.1 Validity
Validity is a generic term to describe the extent to which a measure is free of error. A 
measure is valid when the differences observed through test scores reflect the differences 
on the characteristics (of the individual) the measure is attempting to measure - only the 
specified characteristics should have an impact in the test scores (Churchill 1979). There 
are four basic types o f validity: Predictive validity is a measure o f the extent a test score 
can be used to predict future behaviour (measured by comparing test results with 
observed behaviour). Past behaviour is a good predictor o f future behaviour (Chaiken and 
Stangor 1987) and a correlation between TILTS and the behavioural measure would 
indicate predictive validity. Concurrent validity (criterion validity) indicates to what 
extent the test score correlates with current behaviour (compare test scores with the 
results from other established tests, e.g. the relationship between AST-I and TILTS); 
Content validity (face validity) indicates whether the test score represents the
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phenomenon it was designed to measure (based on subjective judgement by various 
experts, i.e. the Q-sort) and whether the instrument seems plausible (Easterby-Smith, 
Thoipe, and Lowe 1996; Malhotra 1996). It is also the easiest way to evaluate whether 
the domain is well defined (DeVellis 1991). Construct validity indicates whether the test 
scores can be used to explain behaviour and conceptualise a phenomenon, i.e. what is the 
instrument measuring. Construct validity is evaluated through answering a theoretical 
question as to why the scale works and how the scale (and findings through it) explains 
the underlying phenomenon (construct) (Churchill 1979; Foxall 1986; Malhotra 1996).
The tourist’s inherent loyalty tendency scale will be validated by comparing results from 
it with the findings o f AST-I scale and the primary behavioural measure as directed by 
the research propositions. ‘Validity is usually expressed in terms of correlation coefficient 
and it is comparatively rare for this to exceed 0.6’ (Foxall 1986, p. 74).
For the purpose o f further testing behavioural validity, an additional two questions were 
entered into the holiday survey:
Question 6 from the holiday survey
6. Would; you recommend any of your holiday destinations to your friends? Please place a ® In 
each year that applies, ( if  N O  p le a s e  g o  to  q u e s t i o n  7)
. 1999 1998 ’1997 1996 1995
I would recommend CD CD CD . CD I ]
The above question is based on the literature that suggests that loyal clients become 
advocates o f the brand (Mundie 1997). Jones and Sasser (1995, p. 94) even called the 
propensity to refer as ‘secondary behaviour’ and included this tendency in their loyalty 
definitions. To what extent such advocacy is true in the destination loyalty context can 
now be evaluated.
The intention to return has also been used as a measure for loyalty in the past studies, 
hence the following question:
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Question 7 from the holiday survey
7. Do you have any plans to return to any of your holiday destinations? Please place a IS in each 
year that applies, ( i f  NO p le a s e  g o  to  q u e s t io n  8)
1999 1998 1997 1996 1995
Plan to return LH (Hi
□□
□
The intention to return to a destination can also be used as a measure for destination 
loyalty and as such it can be used in a postal survey with relative ease. However, as a 
measure for future behaviour, intentions are prone to exaggerating projections (Jones and 
Sasser 1995). In this study the above two measures are grouped under the secondary 
loyalty heading and they are used to seek further validity for the psychological 
instruments.
5.9.2 Reliability
Reliability ‘ refers to the extent to which a scale produces consistent results if 
measurements are made repeatedly’ (Malhotra, 1996, p. 281) and measures are consistent 
over time (Gilbert 1993) or to what extent the measure is free o f random errors (Churchill 
1979; Smithson 2000). A reliability coefficient o f .80 and above is considered good 
(Foxall 1986, p. 74). The test -  re-test and internal consistency reliability measures are 
discussed in more detail in the next section:
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5.9.2.1 Test - re-test reliability
The test - re-test reliability describes how likely a repeated measure (under the same 
conditions) will produce the same results (Smithson 2000). It is measured by having the 
same respondents complete the survey at two different times and the usual interval 
between tests is 2-4 weeks (Malhotra, 1996, p. 281). However, this measure will not be 
feasible within the focus o f this thesis. Therefore, the evaluation o f the test -  re-test 
reliability o f the TILTS instrument is left for future research projects.
5.9.2.2 Internal consistency reliability
The internal consistency reliability refers to the extent to which items on the scale are 
homogeneous and to what extent the scale items all measure the same phenomena. In 
other words, all items on the scale should have a strong relationship with each other 
(DeVellis 1991).
The coefficient alpha should be the very first measure applied to test the internal 
consistency o f a scale (Churchill 1979). Following are the description o f alpha scores 
(DeVellis 1991, p. 85):
<.60 unacceptable 
.60 - .65 undesirable
.65 - .70 minimally
acceptable
The above appeal's very clear, however, there are differing interpretations for the actual 
alpha values. ‘A large coefficient alpha (.70 for exploratory measures) provides an 
indication o f strong item covariance or homogeneity and suggests that the sampling 
domain had adequately been captured’ (Hinkin, Tracey and Enz 1997, p. 113). In other 
words, Hinkin et al are suggesting that a measure o f .70 is already considered as a good 
score.
.70 - .80 respectable 
.80 - .90 veiy good 
.90 > shorten the scale!
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The internal consistency o f the TILTS instrument will also be evaluated through item to 
total minus itself correlations. Here, a correlation above .3 would be acceptable. This test 
is considered important since the TILTS statements have not been implemented as an 
attitude scale before. The item to total minus itself correlation should identify all 
statements within the scale that do not ‘point to the same direction’ .
From the foregoing discussion, the following ideas contribute to the thesis:
• Coefficient alpha as well as the item to total minus itself correlation will be used to 
evaluate the internal consistency o f the TILTS instrument
• Test - re-test reliability measure will not be feasible in the time frame of this study
• An association between the behavioural measures, AST-I and TILTS can be used 
to claim validity for the research design
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5.10 Administering the survey
This study was implemented through mail survey at the respondent’s home environment 
for three main reasons: ( 1) mail surveys are considered appropriate measures for customer 
loyalty research. (East et al. 1995), (2) a study in the respondents’ home environment 
would eliminate any bias from interviewing just one segment o f the vacation market in a 
specific destination (as recommended by pilot study two) and (3) anonymous mail survey 
could encourage higher response rate to questions regarding family income (pilot study 
two).
The population for this survey is based on a mailing list o f 2000 UK addresses (based on 
the electoral roll). This mailing list has been compiled by Capscan Bureau and purchased 
by the School o f Management . Studies for the Service Sector in March 1999. Capscan 
Bureau offers an address data cleansing service and at the moment they hold over 200 
million records for business and private addresses (for more details: 
http://www.canscan.co.ukk Since most human attributes are dispersed in a remarkably 
similar way (the normal bell shaped curve), a random sample where each subject has 
equal chance o f being in this sample was considered as the most appropriate sampling 
method (Barker Bausell 1986). This random sample was drawn from the set population 
by using the random number generator offered by SPSS software where the Random 
Number Seed sets the seed used by the pseudo-random number generator to a specific 
value (i.e. user-specified number o f cases).
The survey was divided into two parts: survey 1, ‘holiday survey \ included the primary 
behavioural measure, secondary behaviour measures (Jones and Sasser 1995; Mundie 
1997), details o f booking and travel behaviour, the tourism attitude towards destination 
loyalty scale and classification variables (gender, age, marital status and income) 
(Appendix 8).
The ‘survey 2' contained the 40 statements from the AST-I scale only (Appendix 9). 
These two separate questionnaires were linked together with a three digit respondent 
number. Separation o f the two scales (AST-I and TILTS) was considered important so 
that the respondent’ s replies to the AST scale would not be influenced by the questions in
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the TILTS scale. As is common in attitude research the true nature o f this study (i.e. 
destination loyalty) was not declared to the respondents to avoid any bias.
Both surveys were supported by an explanatory letter and a business reply envelope for 
free return posting. Both letters emphasised the academic nature o f this study and the first 
letter pre-warned the respondents about the follow-up questionnaire (Appendices 19-20). 
Each non-respondent was sent a further reminder letter, questionnaire and business reply 
envelope after two weeks (Appendix 21) and those who replied to the initial questionnaire 
but not the second part o f this study were also approached with a reminder mailing 
(Appendix 22).
Both questionnaires were designed with Formic software and the data was scanned into a 
file ready for analysis.
From the foregoing discussion, the following idea contributes to the thesis:
• AST scale and TILTS were administered separately, hence the results are 
independent o f each other. Any correlation between these two measures would 
indicate criterion validity
5.10.1 Sample design
The sampling frame consisted o f 2000 randomly selected addresses from the whole o f the 
UK. Here it is pertinent to emphasize that the sample for this study is drawn from the 
general public (i.e. NOT from student population). This will enhance the predictive value 
o f any research findings.
The sample size is linked to the number o f items in the survey and a 1:4 or even 1:10 has 
been suggested as an appropriate ratio in the past. However, some more recent studies 
argue that a sample size o f 150 should be adequate for exploratory factor analysis 
(Hinkin, Tracey, and Enz 1997). The suggested minimum response rate for an acceptable 
level o f postal survey returns seems to vary according to authors from anything above 
30% to over 75% (Dolsen and Machlis 1991; Turley 1999). According to this analysis
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the initial mailing o f 500 was decided on (150 replies required with the 30% lowest 
estimated response rate) where the respondents were selected randomly (by using a 
random number generator in the SPSS software) (Seaton and Bennett 1999).
The total response rate was disappointing for the following two reasons: the database 
used should have been more accurate and the forewarning o f a follow-up questionnaire 
deterred some respondents. Therefore an additional 499 names were selected at random 
from that same database. Unfortunately due to financial constraints there was no 
opportunity to purchase another database or further increase the number o f respondents 
the survey was sent to.
To increase the perceived confidentiality, each respondent was addressed as *the 
occupant and the responses were identified through numbering only. The holiday survey 
was initially posted to 500 respondents, after two weeks the non-respondents were sent a 
reminder mailing o f the same questionnaire with a different letter aiming to encourage 
response (Appendix 21). Once the completed holiday survey had been returned, each 
respondent was sent the second part o f the study, again with a supportive letter and 
business reply envelope. This second part o f the survey was also followed up with one 
reminder mailing after two weeks from initial mailing (Appendix 22). The additional 
mailing of 499 followed exactly the same procedure. The following Table 5.1 identifies 
the exact numbers (and stages) (Wilkes 1995) of mailings and the response rates achieved 
by the two questionnaires:
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Table 5.1 The response rates for the two questionnaires
Sample 1 (numbers 1-500) Sent out 500
Holiday survey
• Returned completed 77
• Returned by Post Office 24
• Returned but incomplete or 21
incorrectly completed
378• No response after two mailings
Survey 2 - sent out 77
• Returned completed 63
• Returned by Post Office 0
• Returned but incomplete or 1
incorrectly completed
13• Replied to Survey 1, but no response
to Survey 2 after two mailings
Sample 2 (numbers 501-999) Sent out 499
Holiday survey
• Returned completed 76
• Returned by Post Office 9
• Returned but incomplete or 17
incorrectly completed
397• No response after two mailings
Survev 2 - sent out 76
• Returned completed 63
• Returned by Post Office 0
• Returned but incomplete or 1
incorrectly completed
12• Replied to Survey 1, but no response
to Survey 2 after two mailings
The above table indicates the different types o f responses, the initial response rate to the 
holiday survey was disappointing (15.3%) but the majority of those who were sent survey 
2 did respond, producing an impressive response rate o f 82.4%.
As can be seen from the above table, some 40 questionnaires were discarded from 
analysis at some stage o f the data entering process due to incomplete data sets. By so 
doing, the presence of missing values was reduced. The final analysis is based on 123 
questionnaires returned for analysis once an evaluation of the ‘ thoroughness’ o f the 
answers was completed. This selection o f returned questionnaires adhered to the 
following key rules: firstly, for each respondent, both questionnaires were available for 
analysis. Secondly, the appropriate diligence o f answers could be observed from both 
questionnaires -  this means that the respondent had answered all the questions in both
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questionnaires, there was a full set o f answers for the five-year survey period and that 
there was no room for misinterpretation o f answers at any point o f these two 
questionnaires. The more detailed rules for coding questionnaires can be seen from 
Appendix 10.
5.10.2 Analyse data: Statistical tests planned
The next stage o f this study was to determine the appropriate statistical method for 
analysis. For this purpose the types o f questions were analysed and the appropriate tests 
were identified from established research literature. The majority o f the data collected in 
this study could be classified as categorical data and therefore it should be subjected to 
non-parametric testing. The Figure 5.6 demonstrates the process for statistical analysis for 
this data:
Figure 5.6 The generic process for data analysis
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As can be seen from Figure 5.6, the first stage o f investigation is to explore the data 
through descriptive statistical analysis (predominately frequencies and modal values) 
followed by the construction o f appropriate contingency tables to investigate any 
association between measures. Provided that an association between the two variables 
emerges from contingency tables a further Chi-square test will be implemented. A 
contingency table with a significant Chi-square result will then be subjected to a 
correlation analysis (statistical tests used are displayed in Appendix 7).
In situations where the Chi-square test is not significant, a measure o f predictive 
association for categorical variables will be implemented where a contingency table is 
converted into a probability table (whole procedure outlined by Hays and Winkler 1970, 
p. 205-214). In this test measure one variable can be used to predict the behaviour of 
another variable when there is no further data, e.g. respondent characteristics, specified. 
For example, a contingency table o f variable A by variable B for the whole sample is 
converted into a probability table. Below is a hypothetical joint probability distribution of 
A and B variables (A/, Bk)\
Table 5.2 A hypothetical joint probability distribution of A and B variables
Ai A l Total-A
Bi .20 .15 .35
B2 .10 .30 .40
B3 .10 .15 .25
Total-B .40 .60 1.00
Source: Hays and Winkler 1970, p. 209
All data used in these contingency tables is categorical by nature and 
converted into probabilities (Hays and Winkler 1970)
As can be seen from the above table, in this instance the greatest predictive power is 
offered by the (A2;B2) since this category has the largest probability o f occurrence. This 
largest probability in the marginal distribution for B score is:
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max.P(Bk) -  .40 (Total-A;B2) [4.1]
k
Where max. P(B&) is the largest probability in the marginal distribution for B.
k
When predicting the B variables without any knowledge o f the A classification the 
probability o f error in this prediction is
P(error I A unknown) =1- max. P(Bfc) [4.2]
k
In this situation,
P(error I A unknown) = .60. [4.3]
However, if a random observation group A is specified, the B class can be predicted by 
the following procedure. The largest conditional probability, max. P(Bk)
occurs for Bi category:
max. P(B*I A i) “  .20 = .50 (A1:B11 [4.4]
k .40 (Al;Total-B)
Therefore, once the Al is known and the Bi category is predicted the probability of an 
error is (in this example)
P (error I Al) = 1 -  max. P(B* I Al) = .50 [4.5]
However, if the known information is for category A2, then the B2 category can be 
predicted since
max. P(B* I Al) = P(B2 I A2) [4.6]
k
= 30  = .50 (A2:B2) [4.7]
.60 (A2;Total-B)
and in this prediction an error has the following probability
P (error I A2) = 1 — max. P(B*|A2) [4.8]
k
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Therefore, in this model o f prediction on average, over all cases, the probability of error is
P (error I given A2) = P (error I Al) P(Ai) + P (error I A2) P (A2) [4.9]
= 1 -  max. P(Ai, B£) - max. P(A2 , Bk ) 
k k
= 1 - .20 - .30 
= 1 - .50 
= .50
As can be seen from the above calculations, the probability o f an error prediction when A 
is not specified is .60. Once A is known the average probability o f an error is .50. What 
this means is that there is predictive association between the A and B categories since the 
probability o f error is reduced once the A category is known. In other words, the A 
category advises on how to predict B.
All o f the above is the basis for an index o f predictive association (developed by 
Goodman and Kruskal). This index is called as A.B:
^B = P (error I Ai unknown -  P (error 1 Ai known) [4.10]
P(error I Aj unknown)
In essence, this index demonstrates how the probability o f an error was reduced after the 
Aj category was specified. If, however, the naming o f Aj does not reduce the probability 
o f error it can be concluded that there is no predictive association between the two 
variables. If the index achieves value 1.00 there is a complete predictive association 
between the variables.
The following section identifies how social desirability bias is dealt with in this study:
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5.11 Social desirability bias
The effects of friends and family on respondents’ behaviour should not be ignored in any 
form of social research. In the tourism destination loyalty context, it is important to 
include a psychological measure to identify whether the behavioural patterns observed are 
an outcome o f the individual’ s desire to have such a pattern o f past holiday destinations. 
Social norms may lead to change in behaviour when the person has a conflicting attitude 
towards a brand or product (Dick and Basu 1994). However, as discussed earlier, leisure 
research is rarely hampered by bias from the respondents’ desire to change their answers 
to be more acceptable to their peers (Murphy 1975). However, situational factors may 
also encourage switching behaviour especially when the individual recognises a perceived 
opportunity for attitude consistent behaviour (e.g. choose the more fashionable holiday 
destination) (Dick and Basu 1994). A further ‘problem’ with loyalty research into tourism 
products is that a holiday is most likely to be enjoyed in social groups (Nichols and 
Snepenger 1988) and the decisions concerning all tourism product elements can be the 
result o f negotiations between several individuals or made by just one person in the group 
(autonomous decision) (Dick and Basu 1994). The combination o f the primary 
behavioural measure and the TILTS instrument will separate the spurious and latent 
loyals who might have their destination selection influenced by external factors such as 
fashion, the opinions o f their friends and the holiday plans o f other family members.
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5.12 Limitations of this study
Investigating the tourism product is problematic and the following shortcomings have 
been identified by McDougall et al (1997). Firstly, a holiday is a multidimensional 
product with several sub-elements that may not be easily identified. This research 
identified five sub-elements for the repeat-holiday experience and they were incorporated 
into the TILTS. The survey also included specific behavioural measures addressing these 
sub-elements o f tourism.
Secondly, a holiday is purchased infrequently and there can be great time gaps between 
purchases (Oppermann 2000; Riley et al. 2001). This makes it difficult to achieve 
individual purchase histories o f any great length and could potentially lead to bias due to 
memory reliance. In this research two pilot studies as well as the final survey confirmed 
that the respondents can accurately re-call some o f their holiday decisions from the 
previous five years. Any changes in the methodology would have to be tested through 
further pilot research.
Thirdly, this study focuses only on the main holiday o f each year to establish the pattern 
o f repeating holiday destination selection. The extreme importance attached to a holiday 
(with high involvement purchase characteristics and extreme perceived risks) assist re­
call o f past purchases over a longer time period when the respondents were to consider 
their main holiday for each year only. The current research does not address the issue o f 
multiple short break holidays and potential loyalty towards such destinations. However, it 
is recognised that short break holidays can be an important means to control the long-term 
stimulation levels.
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Fourthly, holidays are rarely decided on in social isolation and the behavioural pattern o f 
an individual may not reflect his/her true holiday aspirations. However, as has already 
been established, leisure products do not attract a great deal o f social pressure to ‘answer 
correctly’ (Murphy 1975). This issue regarding social influence on an individual’ s 
holiday destination decision-making is addressed through measuring the respondent’s 
attitude towards repetitive holidays as well as their (past) behavioural patterns or future 
intentions. Any discrepancy between behavioural and attitudinal measures suggest social 
or situational reasons influencing holiday destination selection. In other words these 
respondents would be either spurious or latent loyal holiday makers.
Fifthly, the respondent (for whatever reason) may not wish to disclose their true feelings 
about an issue (Kirk-Smith 1998). In this survey, the two scales used both had sub-scales 
with several items in each sub-scale. The statements within each scale were randomly 
dispersed and some of them involved reversed scoring. Furthermore, as appropriate to 
attitude research, the exact focus o f this study was not disclosed to the respondents.
Sixthly, as has been established earlier, the database used was slightly out o f date which 
resulted some in returned mailings where the Royal Mail was unable to identify the 
address.
Seventhly, the loyalty literature recognises the vast variety between operationalised 
measures and the lack o f valid attitudinal measures (Gyte and Phelps 1989; Oppermann
2000). This imposed two key limitations to this research: at the time o f  research design 
there were no other tourism specific primary research designs published that would allow 
for comparison and a unique effort was also made here towards the development o f a 
destination specific attitudinal loyalty measure. Furthermore, the tourism destination does 
not have a well-established conceptualisation, which created further difficulties in the 
research design process. However, this did not interfere with the original (psychological) 
loyalty proneness concept indicated in the aim and objectives o f this research.
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5.13 Conclusion
In conclusion it should be reiterated that the research design aims to minimise any o f the 
negative effects identified above through the vigorous use o f all instruments within this 
study. At this point it would be pertinent to outline the specific research objectives for 
analysing the primary research data:
1.To assess whether loyalty is a phenomenon existing in the tourism destination 
context
2. To develop a behavioural measure of loyalty that describes Objective X
3. To test the concept of optimum stimulation level (OSL) in the tourism context 
through the AST-I measure
4. To design an instrument for identifying people with a higher propensity towards 
destination loyalty
5. To profile tourists who fall into the category described by Objective 4
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6.1 Introduction
The findings will be presented firstly in terms o f the performance o f each measure and 
then in terms of the triangulation suggested in the research design. Following the 
descriptions o f the sample, the sequence will be the p r im a r y  b e h a v io u r a l m e a s u r e , A S T -I  
and finally the T IL T S .
At this juncture it would be appropriate to re-state the objectives o f the study 
methodology:
1. To assess whether loyalty is a phenomenon existing in the tourism destination 
context
2. To develop a behavioural measure of loyalty that describes Objective 1
3. To test the concept of optimum stimulation level (OSL) in the tourism context 
through the AST-I measure
4. To design an instrument for identifying people with a higher propensity towards 
destination loyalty
5. To profile tourists who fall into the category described by Objective 4.
Furthermore, this study is guided by the following propositions:
PI. Those respondents with a high OSL level also have a variety seeking attitude 
towards their holiday destinations and therefore demonstrate a low  return rate to 
any one destination
P2. Those respondents with a low  OSL also have a loyal attitude towards a holiday 
destination and subsequently have a high return rate to any holiday destination.
The examination of the findings will begin with a presentation o f some characteristics o f 
the sample and will then proceed to look at the performance o f the sample in relation to 
each o f the instruments. This begins with the behavioural measure followed by the two 
independent variables scales (AST-I and TILTS). During this process, key sample splits 
are identified. Once the variables have been described, then the relationship between them 
is explained and a profile is constructed for the loyal tourists.
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6.2 Some characteristics of the sample
The analysis o f this study is based on 123 respondents who completed both 
questionnaires. The following describes the demographic profile o f the respondents by 
using age, gender, marital status and family income level as classification variables. 
Furthermore, the regions visited and characteristic holiday types are identified for the 
total sample.
The sample was divided between 82 (66.7%) female and 41 (33.3%) male respondents 
whose age profile across five categories and by gender can be seen from the Table 6.1 
(valid sample size 123):
Table 6.1 Contingency table: age by gender (N=123)
Male Female Total
Frequency % of total Frequency % o f total Frequency % of total
20-29 4 3.3 12 9.8 16 13.1
30-39 4 3.3 14 11.4 18 14.7
40-49 7 5.6 29 23.6 36 29.2
50-59 10 8.1 17 13.8 27 21.9
60 or over 16 13.0 10 8.1 26 21.1
Total 41 33.3 82 66.7 123 100
As can be seen from the above table the age distribution for the total sample appears 
normal. However, there are some interesting differences between the age profiles for the 
male and female respondents: for the male respondents the majority are in the oldest age 
category o f ’ 60 or over’ , yet for female subjects the modal age group is the middle 
category o f ‘40-49’ . Such a difference between the genders could prove important when 
analysing the variety seeking and loyalty tendencies o f these sub-samples.
© 2002 206
Outi Niininen Findings
The next stage is to describe the marital status o f the respondents (Table 6.2) (valid 
sample size 123):
Table 6.2 Frequency distribution: the marital status of the respondents (N=123)
Frequency %  o f total
Single 16 13
Married/ with a partner 88 71.5
Divorced/separated 11 9.0
Widowed 8 6.5
Total 123 100
As can be seen from the above table, the majority o f the respondents were married or had 
a permanent partner (88  respondents; 71.5%) compared to those who are classified as 
unattached (35 respondents;28.5%). Whether or not the respondent is attached can have 
an impact on their holiday decisions, e.g. composition o f the travel party, therefore a 
further exploration into the age and gender distribution o f these two groups is required. 
Table 6.3 displays the age profiles for the attached/unattached sub-samples (valid sample 
size 123):
Table 6.3 Contingency table: attached/unattached respondents by age (N=123)
Age
Attached 
F %
Unattached 
F % F
Total
%
20-29 11 8.9 5 4.1 16 13
30-39 13 10.5 5 4.1 18 14.6
40-49 28 22.8 8 6.5 36 29.3
50-59 21 17.1 6 4.9 27 22
60 or over 15 12.2 11 8.9 26 21.1
Total 88 71.5 35 28.5 123 100
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What can be interpreted from the Table 6.3 is the similar appearance o f these age profiles 
when considering the male/female age distribution: the attached subjects have a bell­
shaped age distribution, the unattached have the largest number o f subjects in the ’60 or 
over’ age category. Therefore, it is important to control the extent to which the gender 
and marital status o f the respondents have an association (Table 6.4) (valid sample size 
123):
Table 6.4 Contingency table: attached/unattached respondents by gender (N=123)
Attached Unattached Total
F % F % F %
Male 30 24.4 11 8.9 41 33.3
Female 58 47.1 24 19.6 82 66.7
Total 88 71.5 35 28.5 123 100
When taking into consideration that two thirds o f the respondents are female there is no 
real difference between the distribution o f respondents under ‘attached’ and ‘unattached’ 
categories. From the above table it appears that the female respondents are more likely to 
be in a relationship than the male subjects. However, once the known age/gender split is 
added to this gender/(un)attached trend, the conclusion is that men dominate the ’60 or 
over’ age category and most women are in the middle age group. In other words, any 
trends emerging here could be a simple manifestation o f the fa m il y  life  c y c le  c o n c e p t .
The final classification variable used in this study was the total family income of the 
respondent. The distribution of the income groups is in Table 6.5 (valid sample size 123):
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Table 6.5 Frequency distribution: total family income (N=123)
Income Frequency Percent
Under £10,000 14 11.4
£10,000-£14,999 10 8.1
£15,000-£19,999 20 16.3
£20,000 - £34,999 37 30.1
£35,000 - £49,999 16 13.0
£50,000 and over 18 14.6
Would not specify 8 6.5
Total 123 100
Income levels are normally distributed across the sample: 30.1% (or 37) o f the 
respondents have a total family income o f ‘£20,000-£34,999’ . The next most populous 
income group was the ‘£15,000-£19,999’ with twenty respondents (16.3%) within this 
category closely followed by the ‘£50,000 or over’ group with 18 respondents (14.6%) 
and the ‘£35,000-£49,999’ group with 16 respondents (13%). The two least common 
income groups within this sample were the ‘under £10,000’ group with 14 respondents 
(11.4%) and the ‘ £10,000-£14,999’ group o f ten respondents (8.1%). Only eight 
respondents (6.5%) refused to disclose their total family income under the categories 
given in the questionnaire.
There is an additional way by which the total sample can be described: a presentation of 
all regions visited and the holiday types frequented by the 123 subjects over the five-year 
survey period:
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6.2.1 Regions visited
As a group o f 123 individuals the subjects took a total o f 615 vacations over the five-year 
survey period (5x123=615). The destinations disclosed by the respondents were grouped 
into ten geographical/cultural regions and a category for ‘no holiday’ was also established 
to ensure that the pattern o f staying at home does not introduce any bias into the analysis 
o f regions visited. A full distribution o f the destinations visited by the whole sample is 
presented in Table 6.6  (valid sample size 123):
Table 6.6 Frequency distribution: regions visited by the respondents over the five- 
year survey period 1995-1999, (N=123)
Destination Countries Frequency Percent
UK 172 28.0
USA and Canada 54 8.8
Mediterranean countries (inch 183 29.9
Portugal and the Canary Islands)
Other European countries (incl. 72 11.7
France)
Caribbean and Mexico 26 4.2
Central and South Americas 2 0.3
India and Pakistan 9 1.4
Australia and New Zealand 15 2.3
Africa 2 0.3
Far East 4 0.7
No Holiday 76 12.4
Total 615 100
As can be observed from the above table, the domestic holidays (172 holidays; 28.0%) 
and the Mediterranean destinations (183 holidays; 29.9%) dominated the selections o f the 
total sample. The next largest groups were those respondents who did not take a holiday 
at some stage (76 ‘no holidays’ ; 12.4%) as well as those travelling to North America (54 
holidays; 8 .8%). The Caribbean and Mexico attracted 26 holidays from the total o f 615 
selections (4.2%). The following destinations were not frequently visited by the
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respondents: Australia and New Zealand (15 holidays; 2.3%); India and Pakistan (9 
holidays; 1.4%); the Far East (4 holidays; .7%) and Africa as well as Central/South 
America attracting only two holidays (.3%) each over the survey period. The other 
s e c o n d a r y  b eh a v io u r a l m e a su r e  used to describe the total sample here is the typical 
holiday type selected by the respondents for three or more holidays over the five-year 
survey period:
6.2.2 Type of holiday
The respondents indicated their holiday type for each o f the five years in this survey 
period. Those subjects with three or more o f the same holiday type over the five years are 
grouped under that holiday type. If there was no consistent pattern, the subject is 
classified as ‘no specific pattern’ . The findings are presented in the following table (valid 
sample size 123):
Table 6.7 Frequency distribution: holiday types (N=123)
3+ holidays over 1995-1999 period Frequency
VFR 13
Activity holiday 6
Sun-Sea-Sand holiday 40
Culture holiday 3
Cruise / canal boat 0
Countryside holiday 6
Skiing 1
Touring 7
Other 6
No specific pattern 41
Total 123
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The above table has two conspicuous features, namely, the prominence o f the 3S (40 
subjects) and ‘no specific pattern’ (41 subjects) categories. The next largest category is 
the VFR holidays with 13 subjects regularly selecting this holiday type. The subjects in 
this study did not frequent other holiday types.
A summary of key findings from the foregoing dialogue:
• According to the demographic variables the sample is very evenly distributed
• Domestic and Mediterranean holidays were the most popular with the total 
sample
• 3S holiday type and ‘no specific pattern’ were the dominant holiday type 
categories
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6.3 The performance of each measure
The following outlines the performance o f each o f the three measures used in this study: 
the p r im a r y  b eh a v io u r a l m e a s u r e , AST-I and TILTS scales. Each measure is presented in 
identical format: the total sample is split into h ig h  and lo w  groups, the relevant 
demographic and s e c o n d a r y  b e h a v io u r a l m e a s u r e s  are applied for each measure and the 
regions visited as well as the holiday types frequented by h ig h  and lo w  groups are 
displayed
6.3.1 The primary behavioural measure
The analysis of the p r im a r y  b e h a v io u r a l m e a s u r e  is guided by the first two objectives for 
this study:
Objective 1: To assess whether loyalty is a phenomenon existing in the tourism 
destination context 
Objective 2: To develop a behavioural measure of loyalty that describes Objective 1
The primary behavioural measure is presented in the following order: firstly, frequency 
distribution o f the p r im a r y  b e h a v io u r a l s c o r e s  is displayed and the subjects are divided 
into h ig h  and lo w  categories; secondly, the proportion o f these h ig h  and lo w  subjects 
participating in VFR holidays or visiting their holiday homes is demonstrated; thirdly, the 
regions visited by h igh  and lo w  groups; and fourthly, characteristic holiday types 
frequented by the h ig h  and lo w  groups are presented.
As discussed in the m e th o d o lo g y  part o f this study, the p r im a r y  b e h a v io u r a l m e a su r e  was 
developed through the two pilot studies. The final version o f this measure is based on a 
proportion o f all holidays over a five-year period spent in any one destination. The cut-off 
point was three or more years spent at the same location which is deemed h igh  loyalty 
and two years or less is deemed lo w  loyalty.
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The distribution was: 51 lo w  and 72 h igh  (N=123).
According to the first objective, it is appropriate to first evaluate the distribution o f the 
p r im a r y  b eh a v io u r a l m e a su r e  scores for all subjects to assess if any o f the respondents 
have behavioural loyalty towards a destination. As stated earlier a numerical score o f 3 to 
5 would be a sign o f behavioural loyalty and scores o f 1 to 2 would indicate variety 
seeking holiday behaviour. Table 6.8 expands on the score distribution (valid sample size 
123):
Table 6.8 Frequency distribution: subjects’ primary behavioural measure scores 
(N=123)
Degree o f loyalty Frequency % of total
5 19 15.5
H
ig
h 4 20 16.2
3 33 26.8
■ £
2 35 28.5
o
1 16 13.0
Total 123 100
The total distribution o f the p r im a r y  b e h a v io u r a l m e a s u r e  scores is bell shaped: the bulk 
o f the subjects are at the middle values o f 2 or 3 repeated holidays in one destination. The 
key finding from the above table is that almost two thirds o f the sample went back to the 
same destination three or more times in five years. In other words, 58.5% of the subjects 
can be classified as having behavioural loyalty towards a destination and 41.5% o f the 
respondents demonstrated variety seeking in their destination selection patterns. Given 
the w a n d e r lu st /d r ifte r  arguments in the tourism demand literature, this was a surprising 
finding.
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But what are the reasons for returning back to a holiday destination? Is destination loyalty 
simply an outcome of VFR and holiday home ownership? Before any further presentation 
o f the findings is entered into, the control variables of VFR and second home ownership 
need to be applied to these h ig h  and lo w  groups. How often the h igh  and lo w  primary 
behavioural groups list VFR as their holiday type is explored in Table 6.9 (valid sample 
size 123):
Table 6.9 Contingency table: proportion of VFR holidays by low/high primary 
behavioural measure (N=123), survey period 1995-1999
L o w H ig h Total
F % F % F %
3+ VFR holidays 3 2.4 10 8.1 13 10.5
0-2 VFR holidays 48 39.1 62 50.4 110 89.5
Total 51 41.5 72 58.5 123 100
The above table demonstrates that it is only a small minority o f subjects (10,5%) who 
spent three or more o f their past five holidays visiting friends and families. However, at 
the same time it must be recognised that the h ig h  p r im a r y  b e h a v io u r a l m e a su r e  group has 
a larger representation of VFR holidays than the lo w  group ( lo w  2.4%; h igh  8.1%).
The next stage is to investigate the number o f lo w  and h igh  subjects who visited their own 
holiday homes (Table 6.10) three or more times over the five-year survey period (valid 
sample size 123):
Table 6.10 Contingency table: proportion of holidays at own property by low/ high 
primary behavioural measure (N=123), survey period 1995-1999
L o w H ig h Total
F % F % F %
3+ holidays at own property 2 1.6 5 4.1 7 5.7
0-2  holidays at own property 49 39.9 67 54.4 116 94.3
Total 51 41.5 72 58.5 123 100
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As can be seen from Table 6.10, the majority o f subjects (94.3%) do not own holiday 
homes. Furthermore, there is only a small difference in the holiday home ownership 
between the lo w  and h igh  groups ( lo w  1.6%; h ig h  4.1). In other words, the findings here 
do not suggest that those subjects who have returned to just one destination three times 
over the past five years have any greater propensity to buy a holiday home than those who 
vary holiday destinations.
Now that the lo w  and h igh  behavioural loyalty groups have been established, it is 
interesting to see if there is any differences between the regions visited by these lo w  and 
h ig h  groups. Therefore, the next stage is to compare the regions visited by the lo w  and 
h ig h  p r im a r y  b eh a v io u r a l m e a s u r e  groups (Table 6.11) (valid sample size 123):
Table 6.11 Contingency table: regions visited by low/high primary behavioural 
measure subjects (N=123), survey period 1995-1999
L o w H ig h Total
Regions visited F % F % F %
UK 27 4.4 145 23.6 172 28.0
USA and Canada 23 3.7 31 5.0 54 8.7
Mediterranean countries (inch 111 18.1 72 11.8 183 29.9
Portugal and the Canary
Islands)
Other European countries (inch 27 4.4 45 7.3 72 11.7
France)
Caribbean and Mexico 17 2.8 9 1.4 26 4.2
Central and South Americas 1 0.2 1 0.2 2 0.4
India and Pakistan 3 0.5 6 0.9 9 ' 1.4
Australia and New Zealand 11 1.7 4 0.6 15 2.3
Africa 2 0.3 0 - 2 0.3
Far East 3 0.5 1 0.2 4 0.7
No Holiday 30 4.9 46 7.5 76 12.4
Total 255 41.5 360 58.5 615 100
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As can be seen from Table 6.11, the h ig h  group dominated the domestic holidays (23.6%) 
and the lo w  group had the greater proportion o f the Mediterranean holidays (18.1%). 
Other destinations frequented more by the h ig h  group were USA/Canada (5.0%), other 
European destinations (7.3%), and the ‘no holiday’ group (7.5%). The lo w  group 
overshadowed the h ig h  group in long haul destinations like Caribbean/Mexico (2.8%) as 
well as Australia/New Zealand (1.7%). To what extent the h ig h  and lo w  groups 
frequented different holiday types is evaluated next in the Table 6.12 (valid sample size 
123):
Table 6.12 Contingency table: holiday type by low/high primary behavioural 
measure (N=123), survey period 1995-1999
3+ holidays over 1995-1999
L o w
F
H ig h
F
Total
F
VFR 3 10 13
Activity holiday 3 3 6
Sun-Sea-Sand holiday 21 19 40
Culture holiday 2 1 3
Cruise / canal boat 0 0 0
Countryside holiday 0 6 6
Skiing 0 1 1
Touring 2 5 7
Other 0 6 6 ~
No specific pattern 20 21 41
Total 51 72 123
As can be seen from the above table the activity, 3S, culture, cruising, skiing and ‘no 
specific pattern’ holidays do not differentiate to any great degree between the high and 
low subjects. However, the h igh  respondents are dominating the VFR, countryside, 
touring and ‘other’ holiday type categories (10, 6 , 5 and 6 subjects respectively).
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The complete profile for lo w  and h ig h  p r im a r y  b e h a v io u r a l s u b je c ts  can be seen in 
Appendix 11 of which the following is a summary: with regard to the travel party, 
although both groups typically had holidays with friends and family members ( lo w  42 
subjects; h ig h  36 subjects), there was a clear trend that the h ig h  subjects were more likely 
to take holidays alone ( lo w  3 subjects; h ig h  20 subjects). When comparing the booking 
lead-times between the lo w  and h ig h  groups, the typical holiday booking lead-time for 
both groups was 4-8 months before the beginning o f the vacation ( lo w  17 subjects; h ig h  
25 subjects). However, the key distinction here is that the lo w  subjects were also more 
likely to demonstrate no typical booking lead-time ( lo w  20 subjects; h ig h  4 subjects). A 
comparison o f the secondary loyalty measures (intention to return and propensity to 
recommend) between the h igh  and lo w  primary behavioural score offered no further 
distinction between these two groups. However, the balance of independent or package 
holidays for the h igh  and lo w  groups was interesting: the h ig h  group had a much greater 
concentration of independently arranged holidays ( lo w  24 subjects; h ig h  47 subjects) and 
the lo w  group dominated in the package holiday category ( lo w  20 subjects; h ig h  13 
subjects).
The demographic profile of the highly loyal is married, 40+yrs and in income 
brackets 2 or 3. This is identical to the profile of the least loyal.
A summary of key findings from the foregoing dialogue:
• Almost 60% of the subjects had returned to any one destination three times 
over the five-year survey period
• VFR and second home ownership are not the key reasons for returning to just 
one destination
• The h ig h  group had more dominance in the following holiday type categories: 
VFR, countryside holidays, touring and ‘ other’ type o f holidays
The next stage presents the findings with regard to the .first independent variable AST-I:
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6.3.2 The application of the AST-I test (independent variable 1)
The findings regarding the AST-I instrument are guided by the third objective for this 
study:
Objective 3: To test the concept of optimum stimulation level (OSL) in the tourism 
context through the AST-I measure
This part o f the findings has the following structure: firstly, a short summary of the OSL 
construct and the instrument used to measure it (AST-I), secondly the internal consistency 
of the AST-I scale applied to this study is evaluated; and thirdly the h ig h  and lo w  AST-I 
subjects are described by the relevant demographic characteristics and se c o n d a r y  
b eh a v io u r a l m e a s u r e s .
The OSL represent the amount o f total stimulation the person appreciates from their 
environment. As a construct the OSL is based on personality traits and it is therefore a 
fairly permanent fixture o f the subject’ s personality. The o p tim u m  stim u la tio n  le v e l is 
maintained through e x p lo r a to r y  b eh a v io u r , i.e. any behaviour the person uses to 
manipulate the perceived total amount o f stimulation. The selected instrument for OSL 
measurement in this study is the a r o u s a l s e e k in g  te n d e n c y  scale, version I (AST-I).
In the holiday context, the exploratory behaviour translates into decisions to either 
increase or decrease the amount o f perceived stimulation from any component o f the 
holiday product. In other words, the expectation is that the h ig h  AST-I subjects 
demonstrate variety seeking behaviour in their vacation decisions: they have a high 
frequency of independently arranged holidays, travelling alone to exotic locations, 
varying their destinations as well as holiday types over the five-year survey period. By 
contrast, the lo w  AST-I subjects are expected to demonstrate consistent patterns o f 
holiday behaviour over the same survey period and have a higher propensity to travel 
with family members on a package holiday.
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The AST-I scale consists o f 40 statements and this study is only concerned with the total 
end-score per individual. The frequency distribution o f these scores for the whole sample 
can be seen in Appendix 23.
However, since this is the first time the AST-I instrument has been administered with a 5- 
point Likert scale it is appropriate to pause here to evaluate the internal consistency of 
this instrument. Therefore a Cronbach alpha was calculated for this instrument before 
further analysis was attempted:
The Cronbach alpha for AST-I (5-point Likert scale) is .8964.
It can be concluded from the above Cronbach alpha score that the reliability o f the AST-I 
instrument was not hampered by the change from 9-point Likert to a 5-point Likert scale. 
However, since there are no norms available for the 5-point version o f the AST-I scale the 
total individual scores were normalised before statistical analysis. These normalised AST- 
I scores can then be classified into h ig h  and lo w  categories by the median value o f zero: 
in other words, the h ig h  subjects (variety seekers) have a positive score and the lo w  
subjects (variety avoiders) have a negative score.
The distribution o f the sample was: h ig h  = 62 and lo w  = 61 (N=123)
This distribution was further analysed by demographic variables. Chi-square tests were 
performed on gender and marital status and were found not to be significant. In the cases 
o f income brackets and age the samples were conflated (Appendix 7).
The new conflated age categories ( ’39 or younger’ and ’40 or older’ ) were then applied to 
the h ig h  and lo w  AST-I groups. The table below shows the distribution based on age 
(valid sample size 123):
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Table 6.13 Contingency table: low/high AST-I score by age (N-123)
Score/age 39 or under 40 or over Total
LowAST-l 7 54 61
H ig h  AST-1 27 ' 35 62
Total 34 89 123
On this basis, the Chi-square was significant (x2=15.814, df=l, j7=.000)(p<.05) and a 
relationship was found between age and lo w /h ig h  AST-I score. T h is f in d in g  is im p o rta n t  
a s it m a y  b e  r e f e c t e d  in the r e la tio n sh ip  b e tw e e n  th e  A S T -I  te s t  a n d  th e b eh a v io u r a l  
d istrib u tion .
The next point is to compare the h ig h  and lo w  AST-I groups to see if the holiday 
behaviour o f these groups demonstrates decisions that would be typical o f h igh  or lo w  
OSL subjects. The first step is to compare the proportion of independent and package 
holidays for the h ig h  and lo w  AST-I groups. For this purpose a contingency table of ‘ 3+ 
independent/package holidays’ by lo w /h ig h  AST-I scores was constructed (Table 6.14) 
(valid sample size 123):
Table 6.14 Contingency table: ‘3+ of independent/package holidays’ by low/high 
AST-I score (N=123), survey period 1995-1999
L o w H ig h Total
F % F % F %
Independent holidays 35 28.5 35 28.5 70 57.0
Package tour 18 14.6 15 12.2 33 26.8
No specific pattern 8 6.5 12 9.7 20 16.2
Total 61 49.6 62 50.4 123 100
As can be seen from the above table, the h ig h  and lo w  AST-I groups had an equal number 
of independently arranged holidays (28.5%) and there were no significant differences in 
the number o f package holidays booked by these two groups ( lo w  14.6%; h ig h  12.2%). 
The only indication of the theorised risk taking attitude o f the h ig h  AST-I group is the
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greater tendency for the h ig h  group to vary their booking preferences over the five-year 
survey period (no specific pattern, lo w  6.5%; h ig h  9.7%).
A further moderating factor to the stimulation achieved from a holiday is the composition 
o f the travel party. Hence a contingency table o f lo w /h ig h  AST-I score by characteristic 
travel party composition was composed. Here the expectation is that the h ig h  AST-I 
group either has a greater proportion o f ‘no specific pattern’ or ‘ travel alone’ , and by 
contrast the lo w  AST-I group has a greater tendency to travel with their family members 
(Table 6.15) (valid sample size 123):
Table 6.15 Contingency table: ‘3+ holidays with...’ by low/high AST-I scores 
(N=123), survey period 1995-1999
L o w H ig h Total
3+ holidays with... F % F % F ' %
Family or friends 41 33.4 37 30.1 78 63.5
Social group 2 1.6 1 .8 3 2.4
Alone 8 6.5 15 12.2 23 18.7
No specific pattern 10 8.1 9 7.3 19 15.4
Total 61 49.6 62 50.4 123 100
The above table offers some support to the expected holiday party compositions for the 
h ig h  and lo w  AST-I groups: the lo w  AST-I group has a marginally higher propensity to 
take holidays with family members ( lo w  33.4%; h ig h  30.1%) and the h ig h  AST-I group 
has a higher proportion o f holidays taken alone ( lo w  6.5%; h ig h  12.2%). The ‘no specific 
pattern’ category offers little differentiation between the h ig h  and lo w  groups.
To what extent did the h ig h  and lo w  AST-I groups demonstrate sensation seeking or 
sensation avoiding behaviour through the regions they visited? Here the expectations 
would be that the h ig h  AST-I subjects travel to long haul destinations and the lo w  AST-I 
respondents remain closer to home. A contingency table o f the regions visited by the 
lo w /h ig h  subjects over the five-year survey period is presented next in Table 6.16 (valid 
sample size 123):
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Table 6.16 Contingency table: regions visited by low/high AST-I subjects (N=:I23), 
survey period 1995-1999
L o w  AST-I H ig h  AST-I Total
Regions visited F % F % F %
UK 71 11.6 101 16.5 172 28.1
USA and Canada 33 5.4 21 3.4 54 8.8
Mediterranean countries 94 15.3 89 14.6 183 29.9
(inch Portugal and the
Canary Islands)
Other European countries 41 6.7 31 5.0 72 11.7
(incl. France)
Caribbean and Mexico 12 L9 14 2.3 26 4.2
Central and South 1 0.2 1 0.2 2 0.4
Americas
India and Pakistan 3 0.5 6 0.9 9 1.4
Australia and New Zealand 9 1.4 6 0.9 15 2.3
Africa 2 0.3 0 - 2 0.3
Far East 2 0.3 2 0.3 4 0.6
No Holiday 37 6.0 39 6.3 76 12.3
Total 305 49.6 310 50.4 615 100
What can be concluded from the above table is that there is no great difference between 
the regions visited by both the h ig h  and lo w  AST-I groups. In fact the domestic holidays 
category dominates the h igh  AST-I category ( lo w  11.6%; h ig h  16.5%). The other regions 
achieve similar frequencies for both h ig h  and lo w  AST-I groups. But are there any 
differences between the holiday types characterising the lo w /h ig h  subjects? The next 
contingency table demonstrates the relationship between the holiday types and lo w /h ig h  
AST-I groups (valid sample size 123):
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Table 6.17 Contingency table: holiday type by low/high AST-I scores (N=123), 
survey period 1995-1999
3+ holidays over 1995-1999 as...
L o w
F
H ig h
F
Total
F
VFR 5 8 13
Activity holiday 4 2 6
Sun-Sea-Sand holiday 20 20 40
Culture holiday 1 2 3
Cruise / canal boat 0 0 0
Countryside holiday 4 2 6
Skiing 1 0 1
Touring 5 2 7
Other 2 4 6
No specific pattern 19 22 41
Total 61 62 123
As can be seen from the above tabie the 3S, culture, cruise, skiing and ‘no specific 
pattern’ holidays had equal participation in both the h ig h  and lo w  AST-I groups. The lo w  
AST-I subjects typically participated in activity, countryside and touring holidays (4, 4 
and 5 subjects respectively) and the h ig h  AST-I subjects were characterised by VFR and 
‘other’ holiday categories (8 and 4 subjects respectively).
A total profile o f the h ig h  and lo w  AST-I subjects can be seen in Appendix 12, however, 
here is a brief summary: there were very few additional differences between the h ig h  and 
lo w  subjects. The key area where these two profiles differ is to some extent the booking 
lead-time where the lo w  AST-I group booked their holiday further in advance (‘4-8 
months’ in advance, lo w  24 subjects; h igh  18 subjects).
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A summary of key findings from the foregoing dialogue:
• 5-point Likert does not hamper the reliability o f the AST-I instrument
• Age is a significant factor in AST-I distribution
• Fligh AST-I subjects are more likely to have holidays on their own than low
AST-I respondents
The next stage is to evaluate and apply the’ TILTS instrument:
6.3.3 The application of the TILTS test (independent variable 2)
The next part o f findings is guided by the fourth objective o f this study:
Objective 4: To design an instrument for identifying people with a higher propensity 
towards destination loyalty
The structure for this part o f the findings is: evaluation o f the TILTS instrument, and the 
application o f this refined TILTS measure to the sample where age, s e c o n d a r y  lo y a lty  
measures, regions visited and holiday types are presented for the lo w  and h ig h  categories.
The variable being developed here in this study is the t o u r is t ’s  in h eren t lo y a lty  te n d e n c y  
s c a le  (TILTS). It is an attitudinal measure specifically created for the measurement of 
destination loyalty. To what extent the subject is prone to destination loyalty, is 
demonstrated by the total score o f the TILTS instrument. As this scale has 13 positively 
and 13 negatively worded statements the median score o f zero is used to divide the 
subjects into high and low categories. Here a h ig h  score is an indication o f variety seeking 
attitude and a lo w  score is a sign o f destination loyal attitude. The distribution o f the 
TILTS scores for the total sample can be seen in Appendix 24.
This measure is not an established test and therefore its validity needs to be tested.
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6.3.3.1 Congruent validity
In the congruent validity context, two tests were applied: Cronbach alpha test and the 
item to total minus itself correlation. Firstly, the Cronbach alpha:
The TILTS instrument recorded a Cronbach alpha o f .76.
Secondly, an item analysis was undertaken in which each question statement was 
correlated with the total minus itself. This method identifies the degree to which the 
instrument has captured a coherent whole. Table 6.18 presents all the TILTS statements 
and their item  to  to ta l m in u s i t s e l f  s c o r e s . Here an acceptable score would be .3 and all 
statements significantly below this correlation are printed in bold .
Table 6.18 TILTS statements and item to total minus itself correlation
TILTS Statement Item to total 
minus itself 
correlation
I find package tours limiting • .37
I like seeing familiar food on the menu 3 7
I  p r e f e r  g o i n g  to  p l a c e s  m y  f r i e n d s  h a v e n  ft  h e a r d  o f .0 8
I like to go native on holiday .34
I  te n d  to  w a n t to  r e tu r n  to  th e  s a m e  h o lid a y  d e s tin a tio n  e a c h  y e a r .0 9
I  lik e  to  e x p e r i e n c e  n e w  c u ltu r e s  o n  h o lid a y s .2 4
I prefer to make my own travel arrangements .45
Travelling on your own is fun .32
Being spontaneous is part o f being on holiday .35
I  w a n t a  c le a r  id ea  a b o u t  a c c o m m o d a tio n  b e f o r e  I  b o o k  a  h o lid a y .21
F o r  m e  h o lid a y s  a r e  a b o u t  r e la x a tio n .1 4
T a lk in g  to  lo c a ls  c a n  b e  in tim id a tin g . 1 7
I  c a n  *t u n d e r s ta n d  p e o p l e  w h o  j u s t  w a n t to  lie  o n  a  b e a c h .1 9
The safest way to explore a place is through an organised tour .32
Sometimes the unexpected makes the holiday .29
I prefer to leave my holiday arrangements to the professionals .43
I just need to feel the warmth o f the sun for a good holiday .34
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Package tours are an ideal way to arrange a holiday .56
It’ s fun to get lost on holiday .34
I  like being recognised by s ta ff at a hotel .09
I worry about eating strange food .45
Planning means less worry on holiday .17
I prefer eating with the locals .39
Holidays are about exploring the world .16
I don’t like holidays in unfamiliar locations .33
There’s nothing wrong with spontaneous last m inute holidays .15
As can be seen from the above table, o f the 26 questions 11 were shown to have a 
correlation below the .29 level. The Cronbach alpha was re-calculated for the remaining 
15 statements:
The Cronbach alpha for the remaining TILTS statements is .78.
From here onwards the remaining 15 statements will be called the r e f in e d  TILTS (or 
rTILTS). It was intended to submit this scale to factor analysis but the sample obtained 
did not permit this. Appendix 25 confirms that f o o d  and h o lid a y  p la n n in g  statements 
dominated the refined TILTS instrument.
A summary of key findings from the foregoing dialogue:
• On the surface the 26 item TILTS appears plausible with an acceptable alpha, 
yet only 15 o f the TILTS statements have an acceptable item to total 
correlation (rTILTS)
• The refined TILTS achieved a Cronbach alpha o f .78
The next stage is to apply the rTILTS instrument to the subjects o f this study:
© 2002 227
Outi Niininen Findings
6.3.3.2 rTILTS and the respondents
The final objective for this study guides the presentation o f the findings here:
Objective 5: To profile tourists who fall into the category described by Objective 4
Since there are no norms available for this instrument yet, at this point the total individual 
scores are normalised. Median is used to classify respondents so that h ig h  =  positive score 
(variety seeking attitude) and lo w  -  negative score (loyal attitude).
The distribution of the sample was: h igh  = 61 lo w  -62 fN~123i
As age has a significant relationship with the AST-I, it was considered important to
explore if any relationship between rTILTS and age was present. The next table (Table
6.19) demonstrates the contingent relationship between age and rTILTS (valid sample 
size 123):
Table 6.19 Contingency table: low/high rTILTS by age (N=123)
L o w  rTILTS H ig h  rTILTS Total
Age F % F % F %
20-29 7 5.7 9 7.3 16 13.0
30-39 7 5.7 11 8.9 18 14.6
40-49 17 13.8 19 15.5 36 29.3
50-59 13 10.6 14 11.4 27 22.0
60 or over 17 13.8 9 7.3 26 21.1
Total 61 49.6 62 50.4 123 100
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As can be observed from Table 6.19, the age profiles for h igh  and lo w  rTILTS are 
strikingly similar, only in the ’60 or over’ category can any great difference be detected 
where there are 17 (13.8%) lo w  subjects and in the h ig h  category there are only 9 subjects 
(7.3%). It can therefore be concluded that there are no great age differences between the 
h ig h  and lo w  rTILTS groups.
The next area for investigation emerged from the literature: the s e c o n d a r y  b eh a v io u r a l  
measures (propensity to refer and intention to return) are supposed to capture the loyal 
attitudes towards the attitude object. Here it could be inteipreted that the lo w  rTILTS 
subjects (loyal attitude towards a destination) should have higher frequencies o f referrals 
and return intentions. To what extent these two operational loyalty measures are 
applicable in the tourism destination context is evaluated here by cross-tabulating the 
rTILTS with behavioural intentions as well as propensity to refer. Firstly, a contingency 
table was created for rTILTS and propensity to refer three or more destinations visited 
over the five-year survey period (Table 6.20) (due to missing values valid sample size is 
1.13):
Table 6.20 Contingency table: low/high rTILTS by propensity to refer 3+ 
destinations visited over the survey period of 1995-1999 (N=113)
L o w  rTILTS H ig h  rTILTS Total
Propensity to refer F % F % F %
Would refer 3+ destinations 43 38.1 44 38.9 87 77.0
Would refer 0-2 destinations 15 13.3 11 .9.7 26 23.0
Total 58 51.4 55 48.6 113 100
Missing values 10
As can be seen from the above table, there are no significant differences between 
lo w /h ig h  rTILTS groups and their propensity to recommend a past holiday destination to 
their friends.
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Secondly, a contingency table o f rTILTS and the intention to return to three or more 
destinations visited over the five-year survey period was created (Table 6 .21 ) (due to 
missing values valid sample size is 113):
Table 6.21 Contingency table: low/high rTILTS by intention to return to 3+ 
destinations visited over the survey period of 1995-1999 (N^IO)
L o w rTILTS H ig h rTILTS Total
Intention to return F % F % F %
Would return to 3+ 26 23.1 30 26.5 56 49.6
destinations visited 1995-1999
Would return to 0-2 32 28.3 25 22.1 57 50.4
destinations visited 1995-1999
Total 58 51.4 55 48.6 113 100
Missing values 10
Once again it must be concluded that it is the h ig h  rTILTS subjects who are more likely 
to return to their most recent holiday destination ( lo w  20.7%; h ig h  24.8%).
The next stage is to compare the regions visited by h ig h  and lo w  rTILTS groups. For this 
purpose, a contingency table o f regions visited by lo w /h ig h  rTILTS subjects between 
1995 and 1999 was created (Table 6.22) (valid sample size 123):
© 2002 230
Outi Niininen Findings
Table 6.22 Contingency table: regions visited by low/high rTILTS groups (N=123),
survey period 1995-1999
L o w  rTILTS H ig h  rTILTS Total
Regions visited F % F % F %
UK 91 14.9 81 13.2 172 28.1
USA and Canada 23 3.7 31 5.0 54 8.7
Mediterranean countries 101 16.5 82 13.4 183 29.9
(inch Portugal and the
Canary Islands)
Other European countries 21 3.4 51 8.3 72 11.7
(incl. France)
Caribbean and Mexico 14 2.3 12 1.9 26 4.2
Central and South 0 - 2 0.3 2 0.3
Americas
India and Pakistan 7 1.1 2 0.3 9 1.4
Australia and New Zealand 4 0.6 11 , 1-7 15 2.3
Africa 2 0.3 0 - 2 0.3
Far East 3 0.5 1 0.2 4 0.7
No Holiday 39 6.3 37 6.1 76 12.4
Total 305 49.6 310 50.4 615 100
What can be concluded from the above table is that there are no great differences between 
the regions visited by the lo w  and h ig h  rTILTS subjects with the exception that lo w  
subjects frequented Mediterranean countries more often than the h ig h  rTILTS subjects 
( lo w  16.5%; h ig h  13.4%). Furthermore, the h ig h  rTILTS subjects had a greater proportion 
o f all holidays spent in the rest o f the European countries ( lo w  3.4%; h ig h  8.3%).
Are there any differences between the type o f holiday frequented by the lo w  and h igh  
rTILTS subjects? This is evaluated through the contingency Table 6.23 (valid sample size 
123):
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Table 6.23 Contingency table: holiday type by low/high rTILTS (N=123), survey 
period 1995-1999
3+ holidays over 1995-1999
L o w  rTILTS 
F
H ig h  rTILTS 
F
Total
F
VFR 4 9 13
Activity holiday 4 2 6
Sun-Sea-Sand holiday 22 18 40
Culture holiday 1 2 3
Cruise / canal boat 0 0 0
Countryside holiday 3 3 6
Skiing 0 1 1
Touring 5 2 7
Other 2 4 6
No specific pattern 20 21 41
Total 61 62 123
The above table demonstrates that when it comes to culture, cruising, countryside or 
skiing holidays, as well as to those varying their holiday patterns, there are no great 
differences between lo w  and h ig h  subjects. However, the lo w  respondents have a higher 
propensity to participate in 3S and touring holidays (22 and 5 subjects respectively) and 
the h ig h  subjects dominated the VFR market (9 subjects).
A complete profile for the lo w /h ig h  rTILTS subjects is presented in Appendix 13. 
However, below is a summary of the key characteristics for these lo w /h ig h  subjects: the 
demographic profiles (age and gender) o f h ig h  and lo w  rTILTS subjects are similar. 
However, some o f the secondary behavioural measures do create differing profiles for the 
lo w  and h ig h  groups. The booking lead-time appears greater for the lo w  rTILTS subjects 
(4-8 months, lo w  25 subjects; h igh  17 subjects). In other words those subjects with a loyal
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attitude towards their holiday destination tend to book their holidays further in advance 
than the subjects with a v a r ie ty  s e e k in g  attitude towards holidays.
The holiday party composition is also different for the lo w  and h ig h  rTILTS subjects: the 
lo w  group were more likely to take their holidays with family members or their friends 
(holidays with family and friends, lo w  44 subjects; h ig h  34 subjects) and by contrast the 
h ig h  subjects were more likely to take holidays on their own (holidays alone, lo w  6 
subjects; h igh  16 subjects). Furthermore, the h ig h  subjects demonstrated another streak o f 
independency in their holiday decisions: they were more likely to make their own holiday 
arrangements rather than to buy a packaged holiday (h ig h  rTILTS subjects: independent 
holiday 45 subjects; package holiday 8 subjects) whereas the lo w  subjects demonstrated 
no great difference between their holiday booking preferences ( lo w  rTILTS subjects: 
independent holiday 25 subjects; package holiday 23 subjects).
A summary of a key finding from the foregoing dialogue:
• Secondary loyalty measures have no clear association with the rTILTS 
instrument
The next stage of the findings explores the association between the three measures used in 
this study, namely the p r im a r y  b eh a v io u r a l m e a s u r e , A S T -I  and the r T IL T S :
© 2002 233
Outi Niininen Findings
6.4 The relationship between the variables
This part o f the findings is guided by the propositions set for this study:
PI. Those respondents with a high OSL level also have a variety seeking attitude 
towards their holiday destinations and therefore demonstrate a low  return rate to 
any one destination
P2. Those respondents with a low  OSL also have a loyal attitude towards a holiday 
destination and subsequently have a high return rate to any holiday destination.
The proposed relationships between these three measures are investigated one at a time: 
firstly, the relationship between AST-I and the p r im a r y  b e h a v io u r a l m e a s u r e ; secondly, 
the association between the rTILTS and the p r im a r y  b e h a v io u r a l m e a s u r e ; and thirdly, 
the relationship between the two psychological measures AST-I and rTILTS. The path for 
all these analyses is mapped out in Figure 5.6: first a contingency table is created and then 
the relationship is tested with a Chi-square test o f association. If the Chi-square result is 
significant then the next stage is to seek correlation between the two variables under 
investigation. However, if the Chi-square is not significant then an alternative test of 
association is used, namely the m e a su r e  f o r  p r e d ic t iv e  a s so c ia t io n  in c o n t in g e n c y  ta b le s . 
Where appropriate, sample splits are applied to the test o f association between any two 
measures.
However, before proceeding to any further analysis it is important to note here that the 
relationship between the two psychological instruments (AST-I and rTILTS) is expected 
to be stronger than the association between the p r im a r y  b e h a v io u r a l m e a s u r e  (based on 
reports o f past behaviour) and either o f the psychological instruments.
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6.4.1 The relationship between AST-I scores and the primary 
behavioural measure
One of the central propositions that guide this study is that there is a relationship between 
levels of stimulation and loyalty behaviour. According to the literature the direction of 
this relationship should be that the greater the desire for stimulation the lower the 
propensity to be loyal. The following relationships are expected; those subjects with h igh  
OSL exhibit variety seeking and will not display a pattern o f loyal behaviour. By contrast, 
those subjects with lo w  OSL will display a pattern o f loyalty behaviour. To evaluate this 
relationship a contingency table o f AST-I by the p r im a r y  b e h a v io u r a l m e a su r e  was 
created. The Table 6.24 shows the contingent relationship (valid sample size 123):
Table 6.24 Contingency table: AST-I by primary behavioural measure (N=123)
L o w  AST-I H ig h  AST-I Total
L o w  behavioural consistency 25 26 51
H ig h  behavioural consistency 36 36 72
Total 61 62 123
Even without analysis it would appear* from the above table that there is no association 
between the two variables and this was confirmed by a Chi-square test (p<.05). However, 
having established in Table 6.14 that there was a relationship between the, split on the 
AST-I score and the age split it would be fruitful to explore whether a relationship exists 
when the age factor is imposed. Therefore a separate analysis o f association is conducted 
for the two age groups o f ‘ 39 and under’ and ’40 or over’ . Firstly, the seeking o f 
association for the age group o f 39 or younger:
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Age group 39 or younger:
Here a contingency table o f AST-I by p r im a r y  b e h a v io u r a l m e a s u r e  was created for the 
34 subjects aged 39 or below. Table 6.25 shows the distribution o f the AST-I and p r im a r y  
b e h a v io u r a l m e a su r e  variables for the sample o f subjects aged 39 or yoimger (valid 
sample size 34).
Table 6.25 Contingency table: AST-I by primary behavioural measure for subjects 
aged 39 or younger (N=34)
L o w  AST-I H ig h  AST-I Total
L o w  behavioural consistency 2 16 18
H ig h  behavioural consistency 5 11 16
Total 7 27 34
Since one o f the cells has a value below 5, a Chi-square is not an appropriate test here. 
Given the small sample and the contrasting nature o f the two variables, in that one was a 
psychological measurement and the other a time related behaviour pattern, the lack o f a 
statistical relationship is not too surprising. The next stage is to go further into the 
relationship by applying an association test.
The basic approach to testing for predictive value from a contingency table is to impose 
two conditions; firstly, what is the error in prediction when nothing is known about the 
independent variables ( lo w  and h ig h  AST-I) and secondly, what is the error when they are 
known? If the table has predictive power then the error should reduce when the AST-I 
distribution is known.
The first task is to convert the contingency table into a probability table. Table 6.25 is 
therefore converted into a table o f probabilities as shown in Table 6.26: x
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Table 6.26 Probabilities for those aged 39 or younger (AST-I by primary 
behavioural measure)
L o w  AST-I H ig h  AST-I Total
L o w  behavioural consistency .06 A l .53
H ig h  behavioural consistency .15 .32 .47
Total .21 .79 1.00
X B  =p (error/Aj unknown -p  (error/Aj known) [6.1]
p(error/Aj unknown)
The rationale is to predict lo w /h ig h  loyalty behaviour from lo w /h ig h  AST-I.
If, the AST-I distribution were unknown then the best probability of predicting correctly 
lies with the largest probability o f occurrence in the distribution o f lo w /h ig h  behaviour.
The maximum conditional probability from Table 6.26 is
P(CRA) over all events CRk  is
Max . p(Rk) = .53 [6.2]
k
The probability o f error is therefore 1 - .53 = .47 [6.3]
The eiTor when AST-I is unknown is .47
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Predicting from lo w  AST-I:
The largest conditional probability o f AST-I is on h ig h  behaviour
Max. p(Rk / l o w )  = JL5 = .714 [6.4]
k  .21
The probability of error is 1 - .714 = .286 [6.5]
Predicting from h igh  AST-I:
Max. p(Rk / h i e h l  =  A 7  =  .595 [6 .6]
k  .79
The probability o f error is 1 - .595 -  .405 [6.7]
Overall: 1-.286 - .405 = .309 [6 .8]
There is predictive value in Table 6.26 because the error reduced from .47 to .31 when the 
independent variables were known.
For the 40 or older age group:
The exact procedure from the ’39 or younger’ age group analysis is repeated here for the 
age group o f ’40 or over’ : Table 6.27 shows the distribution o f the variables for the 
sample o f subjects aged ‘40 or over’ (valid sample size 89).
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Table 6.27 Contingency table: AST-I by primary behavioural measure for subjects 
aged 40 or older (N=89)
L o w  AST-I H ig h  AST-I Total
L o w  behavioural consistency 23 10 33
H ig h  behavioural consistency 31 25 56
Total 54 35 89
And Table 6.27 is also converted into a table o f probabilities as shown in Table 6.28:
Table 6.28 Probabilities for those aged. 40 or older (AST-I by primary behavioural 
measure)
L o w  AST-I H ig h  AST-I Total
L o w  behavioural consistency .26 .11 .37
H ig h  behavioural consistency .35 .28 .63
Total .61 .39 1.00
The maximum conditional probability from Table 6.28 is
P(CR&) over all events CRA: is
Max . pfRAJ = .63 [6.9]
k
The probability o f error is therefore 1 - .63 = .37 [6.10]
The eiTor when AST-I is unknown is .37
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Predicting: from lo w  AST-I
The largest conditional probability o f AST-I is on h ig h  behaviour
Max. p (R k 7  lo w  ) = .35 = .574 [6 .11]
k  .61
The probability of error is 1 - .574 = .426 [6 .12]
Predicting: from h igh  AST-I
Max. p(Rk /  h ig h  )  -  .28 = .718 [6.13]
k .39
The probability of error is 1 - .718 = .282 [6.14]
Overall: 1-.426 - .282 = .292 [6.15]
There is predictive value in Table 6.28 because the error reduced from .37 to .29 when the
independent variables were known.
A summary of a key finding from the foregoing dialogue:
• AST-I does offer predictive power in destination consistency once the age
variable is taken into consideration
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6.4.2 The relationship between the refined TILTS and the primary 
behavioural measure
The remaining 15 statements o f the TILTS (rTILTS) are subjected to the same statistical 
procedure as above with the AST-I to explore any relationship between rTILTS and the 
behavioural measure. As before the expected relationships are: those subjects with a lo w  
rTILTS score exhibit loyal behaviour towards a holiday destination and, conversely, the 
subjects with a h igh  rTILTS exhibit non-loyal behaviour towards a destination. Table 
6.29 shows the contingent relationship between rTILTS and the p r im a r y  b e h a v io u r a l  
m e a s u r e  for all subjects (valid sample size 123):
Table 6.29 Contingency table: refined TILTS (rTILTS) by primary behavioural 
measure (N=123)
L o w  rTILTS H ig h  rTILTS Total
L o w  behavioural consistency 30 21 51
H ig h  behavioural consistency 31 41 72
Total 61 62 123
There appears to be no relationship between these two variables and this was confirmed 
by the Chi-square test (%2=2.969, df=l,/?=.085)(p<.05). However, having established that
adding the age o f the respondent into the equation o f no apparent association between 
AST-I and p r im a r y  b e h a v io u r a l m e a s u r e  a relationship emerged. Hence, it is justifiable to 
apply the measure of association to the rTILTS and the p r im a r y  b eh a v io u r a l m e a s u r e .  
The procedure set out earlier was followed: again the data was broken down by age, first 
the age group o f ‘ 39 or younger’ is analysed, then the ’40 or older’ group.
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The age group of 39 or younger:
Table 6,30 shows the contingency o f rTILTS by p r im a r y  b e h a v io u r a l m e a su r e  for the 
sample of subjects aged ‘39 or younger’ (valid sample size 34):
Table 6.30 Contingency table: rTILTS by primary behavioural measure for subjects 
aged 39 or younger (N=34)
L o w  rTILTS H ig h  rTILTS Total
L o w  behavioural consistency 13 5 18
H ig h  behavioural consistency 1 15 16
Total 14 20 34
As before, a Chi-square test cannot be applied here since one o f the cells has a value
.below 5. The next stage is the test o f association:
Table 6.30 is converted into a probability table (Table 6.31):
Table 6.31 Probabilities for those aged 39 or younger (rTILTS by primary
behavioural measure)
L o w  rTILTS H ig h  rTILTS Total
L o w  behavioural consistency .38 .15 .53
H ig h  behavioural consistency .03 .44 .47
Total .41 .59 1.00
For the age group 39 or younger, the maximum conditional probability from Table 6.31 is x
P(CRk) over all event CRk  is
Max . pfRkl = .53 [6.16]
k
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The probability of error is therefore 1 - .53 = .47 [6.17]
The error when rTILTS is unknown is .47 
Predicting from lo w  rTILTS:
The largest conditional probability o f rTILTS is on lo w  behaviour
M a x . v C R k /lo w  ) =  .38 =.927 [6.18]
k  .41
The probability of error is 1 - .927 = .073 [6.19]
Predicting from h is h  rTILTS:
Max. pm / h i e h  )  = M  = .746 [6.20]
k  .59
The probability of error is 1 - .746 = .254 [6.21]
Overall: 1- .073 - .254 = .673 [6.22]
There is no predictive value in this table since the error increased from .47 to .67 when 
the independent variables were known.
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For the age group of 40 or older:
The analysis for this age group follows an identical route as set out in the analysis for the 
‘ 39 or younger’ age group. The following Contingency Table 6.32 (rTILTS by p r im a r y  
b eh a v io u r a l m e a su r e ) shows the same distribution for the respondents aged ‘40 or older’ 
(valid sample size 89)
Table 6.32 Contingency table: rTILTS by primary behavioural measure for 
subjects aged 40 or older (N=89)
L o w  rTILTS H ig h  rTILTS Total
L o w  behavioural consistency 17 16 33
H ig h  behavioural consistency 30 26 56
Total 47 42 89
Table 6.32 is also converted into a table o f probabilities (Table 6.33):
Table 6.33 Probabilities for those aged 40 or older (rTILTS by primary behavioural 
measure)
L o w  rTILTS H ig h  rTILTS Total
L o w  behavioural consistency .19 .18 .3,7
H ig h  behavioural consistency .34 .29 .63
Total .53 .47 1.00
The maximum conditional probability from Table 6.33 is
P(CRAr) over all event CRA is
Max . n(Rkf) = .63 [6.23]
k
The probability o f error is therefore 1 - .63 = .37 [6.24]
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The error when rTILTS is unknown is .37 
Predicting from lo w  rTILTS:
The largest conditional probability o f rTILTS is on h ig h  behaviour
Max. n(Rk /  l o w ) = .34 = .642 [6.25]
k  .53
The probability of error is 1 - .642 = .358 [6.26]
Predicting from h ig h  rTILTS:
Max. p(Rk /  h igh  ) = .29 =.617 [6.27]
k  .47
The probability o f error is 1 - .617 = .383 [6.28]
Overall: 1-.358 - .383 = .259 [6.29]
Therefore, there is predictive value in Table 6.33 because the error reduced from .37 to 
.26 when the independent variables were known.
A summary of key findings from the foregoing dialogue:
• rTILTS has predictive power for the respondents aged 40 or above
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6.4.3 The relationship between the two dispositional measures:
AST-I and rTILTS
Despite the limitations expressed on the performance o f the TILTS scale it was thought 
appropriate to see if any relationship existed between the two psychological measures. 
The expectation was that subjects with h ig h  AST-I would have a h ig h  rTILTS score and 
those subjects with a lo w  rTILTS score would have lo w  AST-I scores. For this purpose a 
contingency table (AST-I by rTILTS) was formed (Table 6.34) (valid sample size 123):
Table 6.34 Contingency table: rTILTS by AST-I (N=123)
L o w  rTILTS H ig h  rTILTS Total
L o w  AST-I 36 25 61
H ig h  AST-I 25 37 62
Total 61 62 123
The above table confirms the expectations stated above. The h ig h  AST-I subjects indeed 
have higher rTILTS scores and the subjects with lower rTILTS scores have a lower AST-
I score. This finding is also supported by a significant Chi-square result (%2=4.298, df=l, 
/?=.038)(p<.05).
Encouraged by the above finding, a correlation between the rTILTS and AST-I measures 
is sought. The relationship between rTILTS and AST-I scores appears linear and the 
homoscedasticity assumption has not been violated. Therefore it is justifiable to proceed 
to correlation testing. The following table displays the correlation coefficients and 
significance for the rTILTS and AST-I scores (valid sample size 123, scores are NOT 
normalised):
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Table 6.35 Correlation between rTILTS and AST-I (N=123)
refined TILTS 
(rTILTS)
AST-I score per 
individual
refined TILTS Pearson Correlation 1.000 .310**
(rTILTS)
Sig. (1-tailed) .000
N 123 123
AST-I score per Pearson Correlation .310** 1.000
individual
Sig. (1-tailed) .000
N 123 123
** Correlation is significant at the 0.01 level (1-tailed). 
Used total scores per individual, not normalised scores.
The above table confirms that there is a significant but weak relationship between rTILTS 
and AST-I (r=.310, p<.05). Therefore, the assumptions are that h ig h er  AST-I scores are 
linked with h igh  rTILTS scores (destination disloyalty) and lo w  AST-I scores are linked 
with lo w  rTILTS scores (destination loyalty).
A summary of key findings from the foregoing dialogue:
• The rTILTS and AST-I scores are significantly related to each other:
• H ig h  AST-I scores are associated with h ig h  rTILTS scores (destination 
disloyalty)
• L o w  AST-I scores are associated with lo w  rTILTS scores (destination loyalty)
Encouraged by this finding the strict loyalty concept o f both behavioural and 
psychological measures was applied to the sample to create profiles for lo w /h ig h  loyalty 
subjects.
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6.5 The loyalty profiles
The next stage describes the subjects who display just loyal or disloyal characteristics: (1) 
h ig h  AST-I, h igh  rTILTS and lo w  p r im a r y  b e h a v io u r a l m e a su r e  (from here onwards 
called as the v a r ie ty  s e e k in g  to u r is ts), or (2) lo w  AST-I, lo w  rTILTS and h igh  p r im a r y  
b eh a v io u r a l m e a su r e  (from here onwards known as in h e r en tly  lo y a l  to u r is ts). However, 
before the two profiles are produced it is important to note that the secondary behavioural 
measures are not compared here since they are not totally independent o f the p r im a r y  
b e h a v io u r a l m e a s u r e . Therefore, the two profiles are based on the demographic data 
collected and presented in the following table (valid sample size 11 v a r ie ty  se e k in g  
to u ris ts  and 21 in h eren tly  lo y a l  to u r is ts):
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Table 6.36 Contingency table: demographic profiles for variety seeking tourists 
(N=ll) and inherently loyal tourists (N=21)
Variety seeking tourists Inherently loyal tourists
Gender:
Male 3 10
Female 8 11
Age group:
20-29 3 0
30-39 2 1
40-49 3 5
50-59 2 5
60 or over 1 10
Marital Status:
Attached 9 15
Unattached 2 6
Income groups:
Under £10,000 0 5
£10,000-£14,999 0 4
£15,000-£19,999 4 0
£20,000-£34,999 2 3
£35,000-£49,999 2 3
£50,000 or over 2 3
Would not say 1 3
As can be seen from the above table, the in h e r en tly  lo y a l tourists are older with lower 
income levels when compared to the younger v a r ie ty  s e e k in g  tourists who also have 
higher income levels. With regard to gender there is no difference in the in h eren tly  lo y a l  
sub-sample, however, the variety seekers are predominately female. However, the gender 
bias here could be an outcome of the h ig h  AST-I subjects being predominately female (a 
finding established earlier in this project).
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A summary of key findings from the foregoing dialogue:
• In h e re n tly  lo y a l  tourists are older and with a limited total family income
• V a r ie ty  s e e k in g  tourists are younger with greater family incomes. They are 
also predominately female
6.6 Conclusions
The following is a summary o f the key findings and to what extent the research objectives 
have been achieved. The structure o f these conclusions follows the objectives and ends 
with a consideration o f how the propositions have been met.
Objective 1: To assess whether loyalty is a phenomenon existing in the tourism 
destination context
Objective 2: To develop a behavioural measure of loyalty that describes Objective 1.
The behavioural measure for loyalty used in this study is based on the proportion of all 
holidays the subject has spent in just one destination over the five-year survey period. As 
such the measure did succeed in separating two types o f holiday buying behaviour: those 
who returned to a destination three or more times over the five years and those who took 
holidays in varied locations over the same time period.
The p r im a r y  b e h a v io u r a l m e a su r e  identified that two thirds o f the subjects returned to the 
same holiday destination three or more times over the five-year survey period. This is a 
very interesting finding compared to the widely cited w a n d e r lu st nature o f tourism.
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Objective 3: To test the concept of optimum stimulation level (OSL) in the tourism 
context through the AST-I measure.
The AST-I instrument with a 5-point Likert scale achieved an acceptable Cronbach alpha 
o f .8964. The AST-I did have a significant association with age; here the older subjects 
were more likely to have lo w  AST-I scores. Furthermore, the lo w  AST-I respondents 
were more likely to take holidays with family members whereas the h ig h  AST-I subjects 
were more likely to travel alone (not statistically significant findings).
Objective 4: To design an instrument for identifying people with a higher propensity 
towards destination loyalty.
The 26 statement TILTS appeared plausible in initial analysis with an acceptable 
Cronbach alpha score (.76). However, further analysis into the behaviour of each o f the 
statements resulted in a refined 15-item TILTS scale (rTILTS). The rTILTS scale has an 
improved alpha of .78. Unfortunately, the small sample size limited further analysis o f the 
validity o f this instrument.
The rTILTS scale is worthy o f further development since it has already passed a rigorous 
Q-sort by a panel o f 28 experts and the remaining 15 statements have an acceptable item 
total correlation. Furthermore, the instrument did behave according to the propositions set 
for this study.
Objective 5: To profile tourists who fall into the category described by Objective 4.
The refined TILTS instrument divided the sample into 61 h ig h  and 62 lo w  subjects. Here 
h igh  is a representation o f variety seeking holiday attitude and lo w  presents a loyal 
attitude towards destinations. The lo w  rTILTS subjects (loyal attitude) were more likely 
to be older, favour Mediterranean or domestic holiday destinations most commonly on a 
3S holiday with family and friends. They were also more likely to make earlier bookings 
than the h ig h  rTILTS subjects (not statistically significant findings).
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By contrast the high  rTILTS subjects (variety seeking attitude) could be classified as 
marginally younger, also frequenting Mediterranean, domestic and Continental holidays. 
Typically they would be on a 3S holiday or would vary their holiday type each year. The 
h ig h  rTILTS subjects preferred the company o f family and friends on holiday but they 
were not averse to taking vacations on their own either. Furthermore, they were also 
happy to make their own travel arrangements (not statistically significant findings).
S e c o n d a r y  lo y a lty  measures (propensity to refer or intention to return) did not have a clear 
association with the rTILTS instrument.
The triangulation approach applied to this study followed on from the two propositions 
that guided the research design:
PI. Those respondents with a high OSL level also have a variety seeking attitude 
towards their holiday destinations and therefore demonstrate a low  return rate to 
any one destination
P2. Those respondents with a low  OSL also have a high loyal attitude towards a 
holiday destination and subsequently have a high  return rate to any holiday 
destination.
There is a tentative link between the three instruments used in this study:
The AST-I offered predictive power over destination selection consistency once the age 
variable was taken into consideration. Furthermore, the rTILTS also offered predictive 
power over the primary behavioural measure for the subjects aged 40 or over. And 
finally, there is a weak correlation (r=.310, p<.05) between the AST-I and rTILTS 
instruments. Moreover, the trend was as proposed: h ig h  AST-I scores were associated 
with h ig h  rTILTS records and lo w  rTILTS scores were associated with lo w  AST-I values.
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7.1 Introduction
In this chapter the findings from both the primaiy and secondary research are discussed. 
Tourism destination loyalty is not a totally new concept. There have been a few reports of 
this phenomena in the past: Gyte and Phelps (1989) as well as Ryan (1995) studied 
tourists returning to Mallorca and Oppermann (2000) investigated New Zealand tourists’ 
return holidays to Australia. Oppermann also stated that there is a definite lack of primaiy 
research into destination loyalty. What can be concluded from this primary research (and 
the above publications) is that destination loyalty behaviour does exist and it is an 
important issue for destination managers since 60% o f the respondents in this study 
returned to the same destination at least three times over the past five years.
This final chapter has the following structure: a general discussion o f the primaiy and 
secondary data is followed by the contribution made by and the practical implications o f 
this study. This leads to recommendations for future research and the conclusions follow 
the structure set in the f in d in g s  chapter.
7.2. Discussion
The literature suggests that achieving consumer loyalty is desirable for most organisations 
and the specific benefits cited include more focused targeting, savings in new customer 
recruitment costs, positive word-of-mouth, increased profit potential, reciprocity and 
increased staff motivation. It could, therefore, be summarised that customer loyalty is a 
key function o f business success today.
The standing in this research is that customer loyalty is not an automatic outcome of good 
service and customer satisfaction (Kandampully and Suhartanto 2000) but that there is a 
psychological element in operation which allots individuals on a continuum by their 
propensity to become loyal. In other words, consumer loyalty is a relative measure that 
places the respondent on a continuum from high to low (or positive to negative) and 
therefore indicates the strength o f the respondent’ s ‘ feeling’ in relation to other subjects 
who completed the same survey (Backman and Crompton 1991). This research has 
focused on the inherent loyalty proneness o f tourists by comparing the absolute ends of 
the loyalty continuum, those who are loyal or disloyal towards a holiday destination.
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The loyal subjects in this study demonstrated consistent holiday booking behaviour with a 
bias towards just one destination. In other words, the loyal tourists visited just one 
destination 3-5 times o f the possible five holidays covered in the survey period. There 
were also two psychological elements involved with this decision-making process: firstly, 
there is the subject’ s inherent need for constant experiences, i.e. lo w  AST-I, v a r ie ty  
a v o id in g  behaviour. Secondly, the subjects also hold a positive attitude towards repeated 
holidays ( lo w  rTILTS).
According to the conceptual loyalty definitions, true loyalty should incorporate both 
behavioural and psychological elements. Here the approach was to use past holiday career 
and a measure for preferential attitude towards a destination. Such a combination can 
create a positive cycle where past positive experiences within the destination enhance the 
positive attitude towards returning to that destination and vice versa. In other words, once 
a destination loyal attitude has been established, through past personal experience, and 
reinforced through repetitive attitude activations it is expected to be fairly consistent over 
time as well as centrally held (Regan and Fazio 1977; Foxall 1986; Dekimpe et al. 1997; 
Bloemer, de Ruyter, and Wetzels 1999; Rowley and Dawes 2000).
This is the first study o f its kind (Oppermann 2000) and therefore the rTILTS 
measurement developed here will have to be validated by comparing the performance of 
it with a well-established instrument from a related field o f study. Here the approach is to 
use op tim u m  stim u la tio n  lev e l, i.e. the AST-I instrument, to identify the opposite 
behaviour to destination loyalty (v a r ie ty  s e e k in g ) and in so doing contribute to the 
understanding o f destination loyalty (Rowley and Dawes 2000). The ultimate goal for this 
research is a composite destination loyalty measure with both behavioural and 
psychological components.
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The lack o f loyalty conceptualisation is more acceptable in the tourism destination 
research due to the little attention it has received (when compared to other forms of 
buying behaviour) and the added problems with purchase infrequency. As stated earlier, 
the holiday product is mainly purchased annually which makes any detailed analysis of 
past buying behaviour problematic. The contribution from this project is that the 
respondents can indeed recall many relevant facts from their past holidays over a five- 
year time period provided that the questions are focused on the main holiday o f each year 
and that the most recent experiences are questioned first.
Keeping to the positivist nature o f this research project the findings fr o m  this research 
process are used to formulate a new conceptualisation for the tourism destination loyalty. 
Basically it draws from the conceptual definition o f consumer loyalty by Jacoby and 
Chestnut (1978, p. 80) as ‘the biased (i.e. non-random), behavioural response, expressed 
over time, by some decision-making unit, with respect to one or more alternative brands 
out o f a set o f brands, and it is a function o f psychological (decision-making, evaluative) 
process’ . Therefore, the conceptual definition for tourism destination loyalty-is: a biased 
(i.e. non-random) behavioural response, expressed over time, by an individual with 
respect to one or more alternative holiday destinations. It is an inherent tendency and a 
function o f the individual’ s o p tim u m  stim u la tio n  le v e l  and the individual’ s attitude 
towards repeated holidays. This attitude is an outcome of repeated personal experience 
(and attitude activation) and therefore it is centrally held with confidence. The conclusion 
from this study is that destination loyalty as a phenomenon exists in the tourism context 
and that destination loyalty fulfils the strict requirements o f the loyalty concept.
The next stage is to evaluate what contribution this study has made to the tourism 
destination loyalty question, what knowledge has been added to the existing debate on 
destination loyalty.
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7.3 Contribution of this research
The first finding o f this study is that tourism destination loyalty does exist and the 
proportion of return holidays is as high as 60%. Furthermore, these 60% of respondents 
demonstrated a high degree of consistency in their holiday behaviour by returning to the 
same destination three o f more times over the five year holiday period. Here it must also 
be noted that it is not just the destination country that attracts loyalty but many loyal 
subjects return to the same region as well (p ilo t  s tu d y  o n e ) .
The next observation is that there is an association between AST-I, rTILTS and p r im a r y  
b eh a v io u r a l m e a s u r e s  as proposed at the beginning o f this study. In other words, OSL 
(and p e r s o n a lity  traits) do direct holiday buying behaviour and in particular the tendency 
to repeat holidays in one destination. Furthermore, the rTILTS instrument did behave as 
expected with regard to behavioural consistency and AST-I measures - albeit with weak 
statistical proof. Such association between the three instruments used would suggest that 
brand loyalty literature could be applied to destination loyalty to some extent.
Furthermore, the AST-I instrument offered some predictive power in separating the 
tourists with variety seeking/avoiding travel careers. This is an important finding in its 
own right due to the 4e x p lo r a to r y  b e h a v io u r  -  p l a y  -  to u r is m ' link. In other words, a 
holiday is the perfect product for temporary alteration o f the perceived total stimulation in 
everyday life since a vacation (by definition) is taken outside the home environment, 
everyday norms and social obligations. Moreover, with the recent trend o f ‘active’ 
holidays the AST-I could be useful in identifying the most likely target segment for those 
holiday packages.
There is a further argument why AST-I could prove valuable for tourism operators: the 
AST-I measures the o p tim u m  stim u la tio n  le v e l o f the subject and this OSL is arguably 
based on p e r s o n a lity  traits (Zuckerman and Link 1968; Mehrabian and Russell 1973; 
Mehrabian and Russell 1974; Amett 1994; Amett 1996). Furthermore, the personality 
traits are argued to be fairly constant over time and therefore it can be suggested that there 
are individuals with a higher psychological propensity to become loyal towards a 
destination and that this propensity is fairly stable over time provided that there are no 
great changes in the subject’ s everyday life.
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This study presents a method o f identifying the in h eren tly  lo y a l tourists and the next stage 
is to state the practical implications o f such a finding:
7.3.1 Practical implications
Although this study is focused on the destination loyalty proneness o f tourists there are 
also more specific gains for the SMTEs within the destination. As discussed earlier the 
good fortunes of a destination are interlinked with the success o f the small tourism 
enterprises within that geographical region. Moreover, in a separate study it was also 
identified that the SMTEs were especially keen to learn more about segmenting and 
targeting their clients (Cooper and Buhalis 1992; Buhalis and Cooper 1998).
Furthermore, the loyal clients are more concerned about the quality o f their holiday 
experience than achieving the lowest possible rates for services. This combined with the 
‘ friendship’ characteristic o f loyalty offers an excellent opportunity for the smaller 
tourism organisations to achieve loyal clientele and in so doing reduce general marketing, 
new customer recruitment costs as well as achieving positive word-of-mouth (WOM). 
This positive WOM is especially important for small tourism organisations since 
a d v o c a c y  is considered as a very reliable type of information by other consumers (re. 
L o y a lt y  L a d d e r ). Furthermore, loyal customers have previous personal experience o f the 
facilities within a destination, therefore they will have more realistic expectations from a 
holiday experience in that location. A good match between expectations and experiences, 
in turn, will lead to higher customer satisfaction levels (Reichheld and Sasser 1990; 
Keaveney 1995; Driver 1996; Dekimpe et al. 1997; Mundie 1997; Hawkins, Best, and 
Coney 1998).
The smaller organisations also have the opportunity for more personalised interaction 
with the tourists and this in turn allows for building individual relationships between the 
hosts and the guest. The owner/manager is able to identify all guests and by engaging in 
conversations with them can gather valuable marketing intelligence o f their own product 
offering, competitors’ actions and general trends in tourism buying behaviour (Ryan 
1995). Once a personal relationship has been established, it is possible for the owner 
/manager to use a postcard/letter/e-mail as an opportunity to send reminder mailings to 
these loyal clients (i.e. ‘ friends’) or inform these tourists of any new developments within
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the holiday destination or this particular organisation. Furthermore, these remainder 
mailings could also coincide with the usual booking times. Once a friendly 
communication has been achieved the owner/manager o f a SMTE could also use this 
personal exchange to encourage bookings outside the main season.
Moreover, in this current post-September 11th 2001 climate a direct channel of 
communication could prove vital to SMTEs. According to Noel Josephides (Managing 
Director o f the Sunvil Tours, 2002) many tour operators are cutting capacity, 
concentrating on fewer service suppliers as well as delaying payments to tourism 
intermediaries. Many SMTEs who traditionally have been able to rely on season long 
contracts with large international tour operators have found the prices demanded 
unacceptable and now have to find alternative sources o f bookings. Loyal clients are more 
concerned about their holiday destination than with the travel agent or tour operator (p ilo t  
s tu d y  o n e : respondents could not differentiate between travel agents and tour operators), 
hence the SMTEs with loyal clients have an opportunity for direct bookings.
The loyal clients are also prone to accept recommendations for up-grades (suggesting a 
more expensive, better quality product to them, e.g. an apartment instead o f  a hotel 
bedroom) and they are also more open to cross selling (i.e. suggesting complimenting 
products and services they did not initially request themselves or extending their stay). 
Such a trend combined with the high return rate to a destination will also increase their 
c u s to m e r  life tim e  v a lu e  (Reichheld and Teal 1996; Knox and Denison 2000). This study 
also identified that the older tourists had a higher propensity to become loyal tourists. 
This would be a direct opportunity for the SMTEs to extend their season by encouraging 
longer stays o f more frequent visits to the location.
This study has identified that a substantial loyal target segment does exist, it can be 
identified and once appropriately targeted the benefits o f loyal clientele are available to 
the smallest businesses as well.
The next stage o f this research project is to recommend fruitful areas for future research:
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7.4 Recommendations for further research
This study has identified several interesting research topics for the future:
Firstly, a qualitative study on the in h eren tly  lo y a l and v a r ie ty  s e e k in g  tourists would add 
to the understanding o f this phenomenon. Such research could be used in developing 
further statements for the rTILTS instrument and to improve the performance o f this 
measure. It would also be an opportunity to expand personal research expertise.
Secondly, the notion o f reciprocity and developing a friendship with a destination is 
intriguing (Riley et al. 2001). To what extent could they be indicators o f higher motives at 
work (re. Maslow)? Is destination loyalty a type of self-actualisation when mastering the 
relationship with hosts as well as the actual holiday destination brings intrinsic rewards? 
This question could also be examined through the qualitative research route. Furthermore, 
it would be beneficial to explore exactly how this reciprocity/friendship is exhibited in 
daily holiday behaviour and if there are specific stages in the destination loyalty life 
cycle.
Thirdly, to what extent loyalty proneness is a general behavioural tendency is not 
postulated here since the research focus is on destination loyalty only. However, the 
association between destination loyalty attitude and OSL would suggest that there is a 
connection between v a r ie ty  s e e k in g /a v o id in g  behaviour and other types o f behaviour. 
Furthermore, since OSL is closely related to p e r s o n a lity  traits it is feasible to explore a 
general loyalty tendency towards high involvement products in the future.
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Fourthly, is it possible to classify holiday destinations to those that attract a loyal 
following and those that are only visited once? Are there some common characteristics in 
the activities offered, the personalities within the host community and the facilities 
available to the tourists that might entice more tourists to return to the same destination 
again? This would suggest that inherent loyalty is a propensity for the tourists to become 
loyal, provided that their situation in life and the destination characteristics are suitable. 
Indeed, the conceptualisation o f a destination (and its propensity to evoke the 
psychological tendencies o f the individual to become loyal) would also be a topic worthy 
o f further research.
Fifthly, rTILTS offered predictive power towards the primary behavioural measure only 
for the subjects aged 40 or above. To what extent this is just an outcome o f the limited 
sample size or do the two generations emphasize different types o f loyal behaviour whilst 
on holiday?
Sixthly, the changing patterns o f holidaying should also be investigated further. In this 
study the focus was on the main holiday o f  each year only. However, it is possible that 
tourists use their main holidays for a different purpose than their additional short breaks. 
Do inherently loyal tourists exhibit loyal patterns in their short break holidays as well? 
Would it be possible to develop a behavioural index measure incorporating both the main 
holiday as well as any additional short breaks?
The next section concludes this thesis:
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7.5 Conclusions
This concluding part aims to offer a reflection o f the findings and literature reported 
earlier. The conclusions follow the structure set out by the findings part o f this study: first 
the conclusions from the sampling procedure followed by the conclusions o f the three 
instruments. Here the order is primary behavioural measure, AST-I and rTILTS.
7.5.1 Conclusions from the sampling procedure
The population selection for this study was guided by the recommendation from pilot 
study two. As there was a basic requirement for a five-year travel career it was 
appropriate to exclude subjects below the age o f 20 since very young respondents would 
not have had the financial means nor freedom for independent holiday decision-making. 
Therefore the student population was not considered and the sample was drawn from a 
mailing list o f 2000 addresses across the UK.
The total sample achieved in this study is 123 respondents and it could be best described 
as ‘evenly distributed’ by all relevant measures:
Primary behavioural measure low 51; high 72 
AST-I low 61; high 62
rTILTS low 61; high 62
The demographic characteristics o f the sample were also fairly evenly distributed; the 
only exception to this rule is the 2/3 female 1/3 male gender split. The total sample was 
one o f the limiting factors o f this study; such even distribution o f sample characteristics 
would have been more appreciated had the sample size been bigger or a stratified sample 
o f older subjects could have proven more fruitful with the existing sample size. Such a 
bias towards older subjects would have helped in evaluating whether OLS decreases and 
loyalty increases by age as argued by the literature (Raju 1980; Exter 1986; Howard, 
Edginton, and Selin 1988; Uncles and Ehrenberg 1990; Amett 1994; Amett 1996).
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Furthermore, the preliminary evaluation o f the final sample size o f 123 out o f the total 
999 addresses contacted suggests a poor response rate. It must also be noted that 
shortcomings within the database used resulted in letters being returned to sender by the 
Royal Mail. This is an indicator o f an inaccurate, possibly out o f date database, yet on the 
surface the database appeared plausible with great detail for each address. This outcome 
was therefore beyond the control o f the researcher. However, when taking into 
consideration that the survey was in two parts and this fact was communicated to the 
respondents from initial contact such a low response rate is not that surprising. The 
positive finding from the sampling procedure is that the majority o f those respondents 
who replied to the holiday survey also returned the second survey. In other words, the 
survey appeared long upon first inspection but once the respondent had completed the 
first questionnaire, they felt committed to continue to the end o f this study. The number 
o f well wishes (5) added in the reply envelopes was also surprising. Judging by these two 
facts the study was positively received.
The next part o f these conclusions focuses on the three research instruments employed in 
this study, namely the primary behavioural measure, AST-I and rTILTS:
7.5.2 Conclusions from the three instruments used
The aim here is to briefly summarise the characteristics o f the low/high primary 
behavioural measure, low/high AST-I and low/high rTILTS subjects followed by a 
discussion o f the possible antecedents to and outcomes o f such qualities. Each research 
instrument is presented in the same order as with the findings chapter: primary 
behavioural measure, AST-I, and rTILTS.
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7.5.2.1 The primary behavioural measure
This study focused on identifying an appropriate behavioural measure for destination 
loyalty as set out in the research objectives. The primary behavioural measure evolved 
through two pilot studies and it is based on the general loyalty literature. Essentially, it is 
a proportional measure o f total holidays within the specified survey period of five years. 
Here the problematic issue is the frequency o f purchase for holidays and that respondents 
may not be able to remember their holiday destinations from the past. Encouraged by the 
argument by Callanan and Piyer (1994) that the holiday experience has long-lasting 
effects, a pilot study was constructed.
Pilot study one established that some tourists do return to a destination and that the 
respondents can remember elements o f their past holidays. The same pilot study also 
established that those subjects returning to a country for their holiday were also more 
likely to select the same destination within that country for each year. Hence, the 
definition o f a destination was left to the perception o f the respondents in the final study. 
Here the thinking was that since the measure was focused on the ‘ sameness’ o f the 
answers provided (not the actual destinations names) it would be appropriate to accept the 
respondent’s perception o f whether the destination was the same or different to the one in 
the previous year.
Pilot study two furthered the development o f the primary behavioural measure. Here the 
key contribution was the proportional method for analysis and application o f other 
secondary loyalty measures as suggested by. the literature: propensity to refer and 
intention to return (Jones and Sasser 1995; Fournier and Yao 1997; Mundie 1997; 
Kandampully and Suhartanto 2000).
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The primary behavioural measure focuses only on the main holiday for each year and 
there are three reasons for this: firstly, the main holiday o f the year carries a different 
level o f importance to the respondent compared to any additional short breaks; secondly, 
when a five year travel career was required for analysis, focus on the more significant 
events in the past was needed to assist memory (Solomon, Bamossy, and Askegaard 
1999); thirdly, since there were no previous studies to guide the design o f destination 
loyalty (the study by Oppermann was only published in 2000), a ‘ safer’ alternative to 
focus on main holidays was deemed appropriate. An index of main and additional 
holidays would appear overambitious since the perceived psychological value o f main 
holidays and additional short breaks has not been established.
The primary behavioural measure was successful since it identified a segment o f the 
respondents who returned to a holiday destination 3-5 times over the five-year survey 
period and given the wanderlust argument o f tourism, the size o f this destination repeat 
business segment (2/3 o f the sample) was larger than anticipated. Furthermore, it must be 
re-emphasized that repeat tourism is not simply an outcome o f VFR and holiday home 
ownership. This is a very interesting finding, since these loyal tourists have no 
‘ obligation’ to return to a destination the interpretation is that the return trips are 
somehow rewarding to the individual. Furthermore, such positive holiday experiences are 
likely to create and enhance a positive attitude towards repetitive holidays and therefore 
creating a positive circle o f repeat vacations.
The characteristics o f high primary behavioural measure tourists are also good news for 
the SMTEs: those tourists with a high destination return rate go beyond the obvious 3S 
packages by trying countryside holidays and holidays with other distinct character. The 
repeat tourists were also happy to travel on their own, this could be an indication o f 
feeling secure about the destination since they have previous experience o f it. 
Furthermore, they make bookings independently therefore the success o f a small tourism 
operation in attracting repeat business is not depending on paying high commissions to 
the travel supply chain.
The next part o f these conclusions focuses on the AST-I instrument:
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7.5.2.2 The AST-I instrument (independent variable 1)
The use of the optimum stimulation level (OSL) concept and the AST-I instrument in this 
research project was guided by the third objective set out for this study. The optimum 
stimulation level concept focuses on the total amount o f stimulation the subject perceives 
from everyday life and exploratory behaviour aims to optimise this total amount o f 
stimuli. Tourism can also be applied to such stimulus optimisation; as a temporary 
activity outside the constraints o f everyday life, and norms, vacations can be used to 
increase or reduce perceived stimulation levels. Variety seeking/avoiding behaviour can 
affect any element o f the total holiday from the initial destination selection to the smallest 
activities partaken whilst on holiday. OSL could also explain some observed holiday 
activities that would on the surface appear ‘out o f character’ , a good example o f this is 
someone with a very active lifestyle who just wants to relax during their vacation - in this 
instance the holiday would offer a temporary reduction in the total perceived stimulation 
level.
The AST-I instrument with a 5-point Likert scale was implemented and this change was 
not found to affect the reliability o f this instrument (Cronbach alpha .8964). Furthermore, 
the findings offered some face validity for the AST-I measure since the high AST-I 
subjects, i.e. variety seekers, were also more likely to take holidays alone. By going on a 
holiday alone the subjects would maximise their opportunities to meet different people, 
even share some o f their holiday experiences with ‘ strangers’ . This is a classic example o f 
overt variety seeking behaviour in tourism. However, the proposed trend o f long haul 
holidays arranged independently was not demonstrated in this study. Therefore one o f the 
recommendations from this research is to further analyse what variety seeking behaviour 
translates to in the tourism context.
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AST-I had a significant relationship with the age o f the respondent: the young subjects 
could be classified as variety seekers, the older respondents as variety avoiders. Quite 
surprising was the variety seekers’ tendency to appreciate domestic holidays; a more 
exotic travel career was expected from the variety seeking tourists. However, such a 
tendency can also be explained by the greater degree o f independence domestic holidays 
offer with no intermediaries required for travel arrangements. The large proportion o f ‘no 
patterns’ in booking lead-time (low 6 subjects; high 14 subjects) could also be an 
indication o f a fairly impulsive, ‘ easygoing’ travel decision-maker. Once it became 
obvious that high AST-I subjects frequented domestic holidays it also explained why this 
group had the unexpectedly high intention to return rate. After all it is more feasible to 
return to a domestic destination than to a long haul location. As this study made no 
attempt to control the number o f annual holidays (or short breaks) it is not possible to 
speculate whether the variety seekers take more frequent holidays (and by default also 
visit domestic locations more frequently).
What can be concluded from the above findings is that the OSL is an antecedent to the 
destination (dis)loyal attitude which in turn directs the (dis)loyal behaviour o f tourists.
The next part o f this study concludes the findings on the refined TILTS instrument:
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7.5.2.3 The rTILTS instrument (independent variable 2)
Since the TILTS/rTILTS is a new scale developed here, it is pertinent to start by 
evaluating the instrument: the face validity (content validity) o f the rTILTS instrument 
can be only partially addressed since this is the first instance o f the scale being published. 
However, during the scale development process expert opinion was collectively recorded 
through Q-sort methodology where 28 academics reduced the 50 statements into just 26 
statements. Furthermore, on the surface the TILTS instrument (26 statements) has an 
acceptable Cronbach alpha o f .76. However, analysis into the item to total minus itself 
correlations only qualified 15 statements at .29 or higher level. These statements were 
collectively renamed as the refined TILTS (rTILTS) instrument. The Cronbach alpha for 
rTILTS is marginally better, .78. Further analysis into the rTILTS revealed that the 
wining and dining as well as holiday planning statements demonstrated greatest item to 
total minus z'tyeZ/'correlations. These two categories are discussed in more detail below.
Most individuals have an established routine with regards to food and drink. This daily 
custom can be broken to increase the perceived amount o f stimuli by eating ‘ foreign’ food 
or dining in an unusual environment, i.e. variety seeking. By contrast, if the holiday 
environment is perceived as overwhelming the tourist can seek familiar food and dining 
situations to reduce the amount o f  stimulation from their day. In other words, the intake 
o f food and drink is a daily ritual that can usually be controlled by the individual. 
Therefore it is no surprise that statements o f wining and dining attracted strong responses 
from the subjects.
The planning element o f the rTILTS scale was also highlighted by the findings. The 
connection here is more obvious since carefiil planning can eliminate the element o f 
surprise from a holiday or lack o f planning exposes the tourists to unforeseen stimulation 
from the holiday experience. Therefore, holiday planning is also under the direct control 
o f the subjects and it can be used to moderate the degree o f stimulation experienced over 
the vacation.
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An interesting finding from this study was that the rTILTS instrument only has predictive 
power with the older segment o f 40 or older. This could be an outcome of the age/AST-I 
relationship established earlier or maybe the development o f a ‘ friendship’ (Driver 1996) 
with a destination is something that is only appreciated by older subjects. After all, the 
majority o f authors agree that loyalty actually increases with age (Day 1969; Exter 1986; 
Howard, Edginton, and Selin 1988; Uncles and Ehrenberg 1990). However, should the 
same finding occur in future re-tests o f the instrument then a qualitative analysis o f the 
loyal/disloyal segments by the +/- 40 age category must be conducted to investigate if 
there are any differences between holiday attitudes.
This research project has made a novel contribution to the understanding o f tourism 
destination loyalty. In other words, there have not been other conceptual attempts to 
measure the psychological as well as behavioural components o f destination loyalty 
(Oppermann 2000). Since this is the first time this methodology has been applied there 
are no test -  re-test reliability scores available.
The next part concludes the process o f combining the three instruments used in this study:
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7.5.3 Conclusions from the triangulation of the three instruments
The triangulation process applied in this research was considered appropriate for the 
focus of this study for three reasons: firstly, the phenomenon under investigation 
(consumer loyalty) has both psychological and behavioural components, which cannot be 
addressed by a single measure only. Secondly, the shortage o f composite loyalty 
measures (in any industry) has been recognised in the literature, i.e. there are no relevant 
norms to compare findings with (Jacoby and Chestnut 1978). Thirdly, most o f the 
published loyalty research is from retail or banking and there are only a few tourism 
destination specific studies (with primary research), e.g. Oppermann (2000) as well as 
Gyte and Phelps (1989). In this context tourism destination loyalty can only be measured 
through a combination o f instruments and the attempt to create a psychological 
instrument that is tourism destination specific should be commanded.
This research offers some predictive and concurrent (criterion) validity since there is 
some statistical association between the measures: the AST-I instrument had a weak 
positive correlation with the rTILTS measure (Pearson Correlation .310); the AST-I 
offered some predictive power in destination selectipn consistency (primary behavioural 
measure) once the age o f the respondent was taken into consideration; and the rTILTS 
has predictive power for the respondents’ destination consistency (primary behavioural 
measure) for the subjects aged 40 or above. Here it should be highlighted that the AST-I 
and TILTS scales were mailed to the respondents with a minimum two-week time gap so 
that criterion validity is not compromised.
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With regard to construct validity, the triangulation research used in this study is 
appropriate for tourism destination loyalty research: firstly, OSL is a construct closely 
related to personality traits. Secondly, exploratory behaviour is overt proof for OSL 
maintaining the optimum level o f stimulation and it can be directly related to holiday 
behaviour. A holiday is an ideal opportunity to balance the perceived total stimulation 
since it exists outside the daily routines and home environment o f the subjects. To 
conclude, OSL gives each subject a natural, inherent tendency to either seek or avoid 
experiences that generate stimulation. In tourism ‘ language’ this means either variety 
seeking or variety avoiding holidays. The argument here is that OSL can be used to 
identify those tourists who seek for varied holidays, i.e. the opposite o f destination 
loyalty. Once the variety seeking tourists have been identified the remaining holiday­
makers are evaluated on the basis o f their past holiday destination patterns and relative 
attitude towards repetitive holidays (the classic loyalty concept). In other words, the 
methodology applied here has construct validity.
To conclude, this was an exploratory research project, the first one o f its kind addressing 
both behavioural and attitudinal components o f destination loyalty (Oppermann 2000). 
The proposed causality from OSL to attitudinal loyalty measure was supported by the 
(weak) positive correlation between the AST-I and rTILTS instruments. However, 
assumed connection from these attitudinal instruments to the reported behaviour only 
achieved tentative statistical proof in the form o f a measure o f predictive association for  
categorical data (Hays and Winkler 1970). On the one hand this finding is not surprising 
since it is hard to seek correlation between attitudinal and behavioural measures. Finally, 
this research has made a unique effort to develop a psychological measure for destination 
loyalty and has used an established OSL instrument to validate the newly constructed 
measure
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Outi Niininen Appendix 1:
Items for the AST-I scale
Instructions to Subjects
Please use the following scale to indicate the degree o f your agreement or 
disagreement with each o f the statements on the following pages. Record your 
answers in the spaces provided below.
-4 = very strong disagreement 
-3 = strong disagreement 
-2 = moderate disagreement 
-1 = slight disagreement 
0 = neither agreement nor disagreement 
+1 = slight agreement 
+2 = moderate agreement 
+3 = strong agreement 
+4 = very strong agreement
1. I seldom change the pictures on my walls
- 2. I am not interested in poetry
- 3 . It is unpleasant seeing people in strange weird clothes 
+ 4. I am continually seeking new ideas and experiences
- 5. I much prefer familiar people and places
+ 6. When things get boring I like to find something new and unfamiliar to 
experience 
+ 7. I like to touch and feel a sculpture
- 8. I don’t enjoy daring foolhardy things just for fun
- 9. I prefer a routine way o f life to an unpredictable one full o f change
+ 10. People view me as quite an unpredictable person
+ 11.1 like to run through heaps o f fallen leaves 
+ 12.1 sometimes like to do things that are a little frightening
13.1 prefer friends who are reliable and predictable to those who are excitingly 
unpredictable
+ 14.1 prefer an unpredictable life full of change to a more routine one
15.1 wouldn’t like to try the new group-therapy techniques involving strange body 
sensations
+ 16. Sometimes I really stir up excitement
17.1 never notice textures 
+ 18.1 like surprises
- 19. My ideal home would be peaceful and quiet
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- 20.1 eat the same kind o f food most o f the time
+ 21. As a child, I often imagined leaving home just to explore the world 
+ 22 .1 like to experience novelty and change in my daily routine 
+ 23. Shops with thousands o f exotic herbs and fragrances fascinate me 
+ 24. Designs and patterns should be bold and exciting
- 25 .1 feel the best when I am safe and secure
+ 26.1 would like the job o f a foreign correspondent for a newspaper
- 27.1 don’t pay much attention to my surroundings
28.1 don’t like the feeling o f wind in my hair
+ 29.1 like to go somewhere different nearly every day
30.1 seldom change the decor and furniture arrangements at my place
+ 31.1 am interested in new and varied interpretations o f different art forms
- 32.1 wouldn’t enjoy dangerous sports such as mountain climbing, aeroplane flying,
or skydiving
- 33.1 don’t like to have lots o f activity around me
34.1 am interested in what I need to know
+ 35.1 like meeting people who give me new ideas
- 36.1 would be content to live in the same house for the rest o f my life 
+ 37.1 like continually changing activities
+ 38.1 like a job that offers change, variety and travel even if it involves some danger
39.1 avoid busy, noisy places
+ 40.1 like to look at pictures that are puzzling in some way
Adapted from Mehrabian and Russell 1974, pp. 218-219; Raju 1980, pp. 280-281 
Negative (-) indicates scale reversals.
The total score for each respondent is the algebraic sum after scale reversals.
Mean= 39, standard deviation=34 for this scale.
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Items for sensation seeking scale: form II
1. (MF) A.
B.
I would like a job which would require a lot of travelling. 
I would prefer a job in one location.
2. (MF) A. I am invigorated by a brisk, cold day.
B. I can’t wait to get into the indoors on a cold day.
3. (M) A. I find certain pleasure in routine kinds o f work.
B. Although it is sometimes necessary I usually dislike routine kinds of 
work.
4. (MF) A. I often wish I could be a mountain climber.
B. I can’t understand people who risk their necks climbing mountains.
5. (MF) A. I dislike all body odours.
B. I like some of the earthy body smells.
6. (MF) A. I get bored seeing the same old faces.
B. I like the comfortable familiarity o f everyday friends. !
7. (MF) A. I like to explore a strange city or section o f a town by myself, even if it 
means getting lost.
B. I prefer a guide when I am in a place I don’t know well.
8. (F) A. I find the quickest and easiest route to a place and stick to it.
B. I sometimes take different routes to a place I often go, just for variety’s 
sake.
9. (MF) A. I would not like to try any drug which might produce strange and 
dangerous effects on me.
B. I would like to try some o f the new drugs that produce hallucinations.
10. (MF) A. I would prefer living in an ideal society where everyone is safe, secure 
and happy.
B. I would have preferred living in the unsettled days o f our history.
11. (MF) A. I sometimes like to do things that are a little frightening.
B. A sensible person avoids activities that are dangerous.
12. (F) A. I order the dishes with which I am familiar, so as to avoid 
disappointment and unpleasantness.
B. I like to try new foods that I have never tasted before.
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13.(F) A.
B.
I can’t stand riding with a person who likes to speed.
I sometimes like to drive very fast because I find it exciting.
14. (M) A. If I were a salesman I would prefer a straight salary, rather than the risk 
o f making little or nothing on a commission basis.
B. If I were a salesman I would prefer working on a commission if I had a 
chance to make more money than I would on a salary.
15. (MF) A. I would like to take up the sport o f water skiing.
B. I would not like to take up water-skiing.
16. (M) A. I don’t like to argue with people, whose beliefs are sharply divergent 
from mine, since such arguments are never resolved.
B. I find people that disagree with my beliefs more stimulating than people 
who agree with me.
17. (MF) A. When I go on a trip I like to plan my route and timetable fairly 
carefully.
B. I would like to take off on a trip with no preplanned or definite routes, 
or timetables.
18. (F) A. I enjoy the thrills o f watching car races.
B. I find car races unpleasant.
19. (F) A. Most people spend entirely too much o f money on life insurance.
B. Life insurance is something that no man can afford to be without.
20. (MF) A. I would like to learn to fly an aeroplane.
B. I would not like to learn to fly an aeroplane.
21. (MF) A. I would not like to be hypnotised.
B. I would like to have the experience o f being hypnotised.
22. (MF) A. The most important goal in life is to live it to the fullest and experience 
as much of it as you can.
B. The most important goal in life is to find peace and happiness.
23. (MF) A. I would like to try parachute jumping.
B. I would never want to try jumping out o f a plane, with or without a 
parachute.
24. (MF) A. I enter cold water gradually giving myself time to get used to it. -
B. I like to dive or jump right into the ocean or a cold pool.
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25 .(F) A.
B.
I do not like the irregularity and discord o f most modem music. 
I like to listen to new and unusual kinds o f music.
26. (MF) A. I prefer friends who are excitingly unpredictable.
B. I prefer friends who are reliable and predictable.
27. (MF) A. When I go on a vacation I prefer the comfort o f a good room and bed.
B. When I go on a vacation I prefer the chance o f camping out.
28. (MF) A. The essence o f good art is in its clarity, symmetry o f form and harmony 
of colours.
B. I often find beauty in the ‘ clashing’ colours and irregular forms of 
modem painting.
29. (F) A. The worst social sin is to be rude.
B. The worst social sin is to be a bore.
30. (F) A. I look forward to a good night o f rest after a long day.
B. I wish I didn’t have to waste so much o f a day sleeping.
31. (MF) A. I prefer people who are emotionally expressive even when they are a bit 
unstable.
B. I prefer people who are calm and even-tempered.
32. (MF) A. A good painting should shock or jolt the senses.
B. A good painting should give one a feeling o f peace and security.
33. (M) A. When I feel discouraged I recover by relaxing and having some 
soothing diversion.
B. When I feel discouraged I recover by going out and doing something 
new and exciting.'
34. (MF) A. People who ride motorcycles must have some kind o f unconscious need 
to hurt themselves.
B. I would like to drive or ride on a motorcycle.
Key for interpretation:
M next to statements means a significant loading for males only,
F next to statements means a significant loading for females only,
MF means that the loading was significant for both genders.
Bold A or B indicates the alternatives for sensation seeking behaviour. 
Source: Zuckerman et al 1964
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Introduction
This survey was conducted in various locations on the island o f Mallorca during the 
Easter Holidays in 1997. A total sample o f 271 were interviewed and the questions 
covered the following holiday choices: country and destination, accommodation and 
holiday type, transport mode, travel agent used and demographic variables. A ratio 
analysis was developed and the key finding was that there is a segment o f truly loyal 
tourists who repeatedly returned to the same destination.
Aim and objectives for pilot study one
The key aim for this study was to establish whether any loyalty or tendency to repeat 
an element o f a holiday does exist in pleasure travel. The objectives o f this study 
were as follows:
1. To test and develop various measures for the behavioural consistency element o f 
the loyalty instrument
2. To test whether the respondents could recall any holiday decisions from five years 
earlier
3. To test the extent to which the respondents repeated the following elements of their 
holiday: country, destination, type o f holiday, accommodation, mode o f transport, 
travel agent and tour operator used
4. To seek for correlations between demographic variables and behavioural loyalty 
towards a destination
Structure of the questionnaire
The questionnaire was divided into the following sub-sections:
Firstly, the degree o f repetitive behaviour was measured for all tourism product 
elements: country and destination, type of holiday (sun-sea-sand, cultural holiday, 
activity holiday, cruise, nature holiday, skiing trip, VFR and other), type o f 
accommodation (self-catering, camping, all-inclusive, hotel, cruiser, VFR), mode of 
transport (aeroplane, train, private transport, ferry etc., coach, caravan, other) and 
choice o f travel agent/tour operator.
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Secondly the length o f the holiday and the size o f the travel party were investigated, 
and finally the classification variables included gender, age, income, marital status, 
profession and nationality.
Methodology
The existing loyalty measures do not cover both the pull o f the object as well as the 
propensity o f the individual to be loyal. Hence a ratio method was developed and 
tested in this survey. Here it must be noted that not taking a holiday can become a 
repetitive pattern too, hence ‘no holiday’ subjects are included in the analysis. The 
two operational ratios were as follows:
Sequential Repeats - M l:
The number of sequential repeats in a defined period. The Ml can have the 
following range o f values in this survey over five years. These values are 4,3,2,1,0, 
where the higher the figure is the stronger the propensity to be loyal. This ratio 
measures the habitual purchases but does not capture the pull o f the destination in 
question.
Differential Objects - M2:
The number o f different objects purchased in the defined time-period. The M2 can 
have scores ranging from 5,4,3,2,1. Here the strongest measure o f loyalty would be 
indicated by 1, i.e. only one destination visited over the five-year period. For this 
measure the lower the value is the greater the ‘puli’ of the destination. The logic 
here is that even when a destination is not visited every consecutive year the 
destination can still have a very strong attraction for the individual without the taint o f 
habit.
Ml is seen as a more demanding measure than the M2, hence the analysis would start 
from establishing the level o f M2 variables before proceeding to analysing the Ml 
values.
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For example:
1996 Italy 
1995 Spain “ i
1994 Spain J  One sequential 
r  repeat
1993 Italy 
1992 Spain
For this individual M l=l and M2= 2, i.e. there is only one sequential holiday in this 
time-series but the person does have a tendency to repeat holidays since there are only 
two different destinations (Italy and Spain) visited over the five years.
This ratio approach was applied to the choice o f country and destination, type of 
holiday and accommodation as well as travel mode. The temptation here was to 
accumulate one overall ‘ loyalty proneness’ scores from these variables but since some 
o f these choices were inter-related this had to be resisted. Second home ownership 
was not recorded in this survey.
Sample
The population for this study could be best described as a tourist, on holiday in 
Mallorca during Easter 1997 who is prepared to participate in a survey conducted in 
English. A systematic (quasi-random) approach was implemented to draw the sample 
for interviewing: after completing an interview each interviewer was instructed to 
approach the next tourist and request their participation in this study. Trained 
interviewers were used and the interviewing took place in Palma, Palma Nova, 
Magalluf and St. Ponsa during the Easter holidays in 1997. The interviews took place 
on the promenades, cafes, beach and shopping areas o f each town during daylight 
hours. Holidays in these locations are promoted by most UK tour "operators and the 
interviews were conducted in English, hence a predominance o f British respondents 
was expected (88.2% o f respondents were British; 10.5% were German).
©2002 286
Outi Niininen Appendix 3:
Pilot study one
The total number o f interviews conducted was 271 but some 34 questionnaires had to 
be discarded due to incomplete information sets (237 acceptable responses). The 
current destination was not included in this study and some degree o f bias was 
expected towards sun-sea-sand category o f holidays since Mallorca is predominantly 
a 3S (sun-sea-sand) destination.
The sample consisted of 48% males and 52% o f females and the age groups for both 
genders are presented in Table 1 (valid sample size 237):
Table 1 Contingency table: age by gender (N=237)
Male
Frequency % o f total
Female 
Frequency % o f total
Total
Frequency % o f total
20 or under 3 1.3 13 5.5 16 6.8
21-30 41 17.3 43 18.1 84 35.4
31-50 37 15.6 45 19.1 82 34.7
51-65 23 9.7 11 4.6 34 14.3
Over 65 11 4.6 10 4.2 21 8.8
Total 115 48.5 122 51.5 237 100
As can be seen from the above table, the age distribution for the total sample can be 
described as bell shaped with the two largest groups being the middle age categories 
o f ’21-30’ with 84 subjects (35.4%) as well as ’31-50’ with 82 subjects (34.7%). The 
age profiles for male and female respondents appear normal with only small 
differences between the genders: female subjects have a marginally larger proportion 
o f the youngest category o f ’20 or under’ (male 3 subjects; female 13 subjects) and 
the male subjects have a greater proportion o f the ’51=65’ age group (male 23 
subjects; female 11 subjects). The next stage is to present the total family income 
levels for the whole sample:
Table 2 presents the total family income distribution for the respondents (valid sample 
size 237):
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Table 2
Income level 
Frequency % of total
Under £10,000 53 22.4
£10,000-£24,999 114 48.1
£25,000 + 45 19
Would not say 25 10.5
Total 237 100
Almost half o f the respondents had a total family income (i.e. the combined income of 
both parents) between £10,000 and £24,999. The distribution o f other income 
categories can be seen from the table above. These income and age groups are 
probably a good representation o f the type o f tourists that have their holidays in 
Mallorca.
The respondents could be further classified by marital status, which is presented in 
Table 3 (valid sample size 237):
Table 3 Frequency distribution: marital status of the respondents (N=237)
Marital status 
Frequency % of total
Married 129 54.4
Single 86 36.3
Divorced/separated 14 5.9
Widowed 7 3.0
Would not say 1 .4
Total 237 100
Over half o f the respondents (54.4%) were married with the second largest group of 
respondents classifying themselves as single (36.3%). The following presents the 
findings from the behavioural measures.
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The behavioural measures
The behavioural measures could be classified as independent measures (which 
country or destination) and dependent measures (type o f holiday, transport mode and 
accommodation type). The destination within a country was classified as an 
independent measure since there was no control over the destination decision-making 
by the respondent.
The following figure (Figure 1) presents the distribution of Ml (the propensity o f the 
respondents to become loyal towards a country) measure for the country where 
holidays were taken over the past five years (valid sample size 237):
Figure 1 Frequency distribution for Ml values on country level (N=237)
Frequency distribution 
Country M1 measure
n=237
.00 1.00 2.00 3.00 4.00
COUNTRM1
In Figure 1, the higher the number the greater the return rate to any one destination. 
As can be seen from the above figure, the majority of the respondents (94 
respondents) did not have sequential visits to any country and at the same time there 
were 19 respondents who visited the same country each time over the survey period. 
The next stage is to present the M2 values for country level interpretation.
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Figure 2 presents the M2 values (pull o f a destination) for the country level (valid 
sample size 237):
Figure 2 Frequency distribution for M2 measure on country level (N=237)
Frequency distribution 
Country M2 measure 
n=237
100 -------------------------------------------------------------------------------------
1.00 2.00 3.00 4.00 5.00
COUNTM2
In this graph the lower the M2 value the greater the concentration o f holidays in just 
one country over the survey period. The difference between 22 respondents with an 
M2 value o f 1 (visited just one country over the five years) and 19 respondents with 
an Ml value o f 4 (from Figure 1) means that three respondents decided not to take a 
holiday at some stage during the survey period.
The following figures describes the Ml and M2 value frequency distribution for the 
destination level data:
Figure 3 presents the frequency distribution for the Ml value for a destination within 
a country (i.e. to what extent the subjects visited just one destination). Valid sample 
size in this figure is 237:
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Figure 3 Frequency distribution for Ml on the destination level (N=237)
Frequency distribution 
Destination M1 measure
n=237
140 ----------------------------------------------------------------------------------------------------------------
.00 1.00 2.00 3.00 4.00
DESTIM1
Here, the greatest degree o f loyalty was exhibited by 16 respondents (Ml value o f 4). 
A comparison of the country and destination level Ml values (in Figure 1) identified 
16 respondents with the highest score o f 4 in both categories. In other words, these 16 
respondents repeated both their country and region within a country selection each 
year over the survey period. This suggests high destination loyalty from the repeat 
tourists.
To what extent a destination can ‘pull’ the respondent to have a vacation there each 
year can be seen in Figure 4 (valid sample size 237):
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Figure 4 Frequency distribution for M2 values on the destination level
(N=237)
Frequency distribution 
Destination M2 measure
n=237
100 T................................................................................................................................................
1.00 2.00 3.00 4.00 5.00
DESTM2
As can be seen from the above figure, 17 subjects had visited just one destination over 
the five-year survey period and 75 subjects had selected a different destination for 
each year between 1992 and 1996.
The holiday type, accommodation type and mode o f transport were requested for each 
year (1992-1996) and the Ml and M2 values were applied to them. However, each o f 
these Ml or M2 values provided a frequency distribution that was specific to the sub­
category of each question (i.e. the Ml values for the sun-sea-sand holidays) and this 
resulted in distributing the respondents over too many sub-categories even before 
cross-tabulation was attempted. The outcome was that each cross-tabulation had too 
many cells with the value below 5, hence invalidating any significance indicators. In 
other words, no significant relationship between demographic variables and M1/M2 
measure could be established.
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Furthermore, from the initial analysis it became obvious that the respondents could 
not differentiate between different travel agents and tour operators, which supported 
the findings o f Ryan (1995). Due to the great number o f missing values for these two 
questions they were excluded from the analysis. The lack o f any recollection here 
could suggest that the travel agents and tour operators have not managed to 
differentiate themselves enough to be memorable to the customer.
Discussion
The key finding o f this study was that there is a sector o f the population that 
appreciated repeats in some o f their holiday decisions. The ratio approach would be 
useful if only one behavioural measure was needed to describe patterns o f behaviour, 
however, it was not appropriate for cross-tabulations with the sample size available 
here. Therefore a proportional measure is recommended for the future.
Furthermore, if a pure ‘proportion o f all holidays measure’ was to be used, to what 
extent is it necessary to measure both the country and the region within this country 
where the holiday took place? It is argued here that if the respondent was asked 
‘which destination’ they had selected over the past five years, a measure for repeating 
any one destination selections could be inferred from these statements. This approach 
would be based on the perception o f a ‘destination’ per each respondent. Without a 
doubt some would reply as ‘ Spain’ and others as ‘Palma’ but since the aim is to 
identify how many times the respondent reported o f returning to the same location the 
actual name given to the location is irrelevant.
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Furthermore, out o f the 19 country loyal respondents (those with Ml value o f 4 
towards a country) 16 also repeated their destination selection within a country 
(destination Ml value = 4). In other words, 84.2% of loyal respondents selected the 
same country AND location continuously over the five year survey period. It must 
also be noted that insisting on separate country and destination questions for extended 
survey periods makes the questionnaire more laborious for the respondents, hence 
risking lower response rates. Since the proportion of loyal respondents who also 
selected the same location each year is so high it is recommended that the distinction 
between a country and location within that country is not required in future research.
Furthermore, this finding contradicts the suggestions from the literature that tourists 
returning to the same country are more adventurous about the actual location (Bello 
and Etzel 1985); that frequent purchases o f one product/brand lead to boredom and 
brand switching behaviour (Howard and Sheth 1968); and that people seek a ‘ safer’ 
variety by switching brands (locations) within the same established product category 
(country) (Mazursky et al. 1987; Raju 1980).
Recommendations for the main study
The recommendations from this survey are as follows:
=> The holiday type, accommodation used, activities during holiday and mode of 
transport are not independent from each other and any conclusions based on these 
variables could be biased. Therefore, they should not be included in the final study 
in the current format.
=> The respondents could not recall the travel agent or the tour operator used. These 
two elements should not be included in the final study.
=>The ratio approach to behavioural consistency is a very comprehensive way o f 
presenting the data. However, with this method no correlations with the 
classification variables could be established and a new type o f proportional 
analysis should be developed.
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=> The face-to-faee interviews were well received and could be repeated in the future. 
However, for the final study the survey should be conducted in the respondents’ 
home environments to avoid any bias from interviewing a selected group of 
respondents from just one holiday location.
=> The respondents can remember their holiday destination selection for the past five 
years.
=> A ‘ destination’ repeat measure can be inferred from written statements when the 
respondent can judge the level o f specificity according to their own perception. In 
other words, there is no need to insist on separate country and location within that 
country measure.
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Introduction
The second pilot study was conducted on Mallorca during the Easter holidays in 1998. 
The total number of interviews carried out was 365, o f which 38 questionnaires had to 
be discarded due to incomplete data sets (N=327). Since pilot study one had already 
identified that a destination loyal travel segment does exist the focus here in this pilot 
study was to learn more about those tourists who visit a destination more than once. 
Hence this survey only included respondents who had visited Mallorca before 
(question 1: ‘have you been to Mallorca before?’). The interviewers were instructed to 
only proceed with the interview if the subject had visited Mallorca in the past. The 
following is an analysis o f the procedure and the findings o f this survey.
Aim and objectives for pilot study two
The key aim o f this study was to analyse whether the established loyalty measures 
from other industries with longer loyalty research records would apply for leisure 
travel. The objectives o f this study were as follows:
1. To establish individuals’ travel biographies
2. To infer any repeat behaviour from these travel biographies
3. To identify levels o f repeat behaviour from travel activities, e.g. accommodation, 
transport, travel companions, facilities visited and potential VFR
4. To test the application o f established loyalty measures from the fmcg (fast moving 
consumer goods) industry in the tourism context
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Methodology
This second pilot study followed some of the principles o f pilot study one: it was 
conducted on Mallorca, during the Easter holidays and trained interviewers were used 
in data collection. The questionnaire used in pilot study two included specific loyalty 
measures developed in other industries and good practice learned from pilot study one 
also influenced the survey design. This questiomiaire was aiming to minimise the 
duration o f the interview, hence simple yes/no answers were considered the most 
suitable measures to test whether behaviour reported in the literature would be 
observed. Furthermore, as the respondent’ s nationality did not offer additional insight 
into the loyal behaviour o f tourists in pilot study one, the nationality o f the sample 
was not controlled in this study. For sensitive information (e.g. income, occupation 
and lifestyle) broad categories with show cards were provided to encourage a higher 
response rate (Smith 1995). The purpose o f this study was explained to each 
respondent and all interviewers also carried an identification card.
Sampling
This study followed the sampling principles set out in pilot study one. The population 
o f this survey consisted o f tourists in various locations on the island o f Mallorca 
during the Easter holiday in 1998. Quasi-random (systematic) sampling was used. In 
this method each interviewer was instructed to approach the next tourist after 
completing an interview. All respondents were assured o f confidentiality and 
anonymity o f the findings. These face-to-face interviews were conducted in English 
and took place in Palma, Palma Nova, Magalluf and St. Ponsa. The interviews took 
place on the promenades, cafes, beach and shopping areas o f each town during 
daylight hours. Tourists from any nationality were approached for interviews, 
provided that the respondent was comfortable with answering in English.
The respondents were classified by their gender, age, education, marital status, family 
life cycle stage (based on the age o f the youngest child), occupation, total family 
income and perceived amount o f leisure time.
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Interviews
Face-to-face interviewing was considered as most suitable for the purpose o f this 
study. The respondent was required to recall their holiday locations from the past five 
years and this was made easier by training the interviewers to start from the holiday 
easiest to remember, i.e. ‘where did you go on your holiday last year, the year before 
etc’ . Callanan and Pryer (1994) argued the importance o f the holiday experience, 
which formed the basis for the expectation that the tourists would be able to 
remember the location of their holidays for the past five years. Personal interviews 
were also considered to be both a flexible and an effective method for collecting very 
varied type o f information from the tourists (Chisnall 1995). However, a de-briefing 
with the interviewers after the interviewing process suggested that subjects would be 
more likely to disclose financial information in an anonymous mail survey.
Structure of the questionnaire
A two-page questionnaire was designed for face-to-face interviews which included a 
five-year travel career, sections for established loyalty measures, travel party 
composition, degree o f repeated holiday activities within the destination and 
classification variables. Where appropriate, questions were closed-ended and pre- 
coded to ensure effective data input. Below are the individual questions grouped 
under key headings of travel career, loyalty measures from the literature, travel party 
and degree o f repeated holiday activities.
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A five-year travel career
Pilot one included a five-year travel career for both the country and the destination. 
The analysis o f data revealed that many tourists returning to one country also selected 
just one destination for their holidays. A simple measure of repeated destination 
selections over the past five years was adopted from pilot study one with just minor 
modification: the respondent’s perception o f the destination specificity level was 
accepted here, i.e. for a holiday in Mallorca the respondent could have replied as 
‘Mallorca’ or ‘Palma’ , At the analysis stage each named location was compared with 
other named locations in the past travel career disclosed by the respondents to 
establish the return rate. In essence the key focus was on the ‘ sameness’ o f the replies 
and the repeat rate for any destination was inferred from this five-year travel career. 
This frequency distribution is based on the proportion o f any one destination visited 
over the five-year survey period. The coding is presented below:
100% all five visits to one destination
80% 4 of 5 holidays in same destination
60% 3 of 5 holidays in same destination
40% 2 of 5 holidays in same destination
0% each holiday in a different destination.
Based on this analysis the respondents were split into loyal and non-loyal groups: 
Variety seekers
These tourists demonstrate no repetitive patterns in their destination selection, 
hence their destination repeat rate over five years is zero.
Moderate repeaters
These tourists have a mixed pattern o f destinations in their travel career: there 
are 2-3 repeats to otie nominated destination combined with some variation o f 
holiday locations.
True loyals
These tourists have a thorough track record o f 4-5 repeated visits to just one 
destination over the past five years. They have made a decision to repeatedly 
visit just one destination and therefore exhibit remarkable behavioural loyalty 
towards a destination (Niininen, Riley, and Szivas 1999).
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An example of the three loyalty groups:
Table 1 Example of the travel careers for variety seekers/moderate
repeaters/true loyals
Year Variety seeker Moderate
repeater
True loyal
1997 Palma Paris Turkey
1996 Ibiza Palma Turkey
1995 Norway Egypt Turkey
1994 Las Vegas Egypt Turkey
1993 Harare Greece Turkey
No of repeated 
destinations
0 2 5
As can be seen from the above table, only the ‘ sameness’ o f the replies was of 
concern in this study -  not the name o f the location visited.
In the evaluation o f survey findings the young respondents (under 20) were excluded 
from the final analysis since this study focused on holiday habits o f the past five years 
it would be unlikely that any respondent under the age o f 20 would have had the 
required independence or financial means to make the destination selection on their 
own. Therefore, the description o f the sample will include all 327 respondents but due 
to missing values (1) and the exclusion o f the 24 subjects aged 20 or below in any 
further analysis (contingency tables and hypothesis testing) the sample size included 
in the analysis is 302.
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Loyalty measures from the literature
This survey evaluated various operational measures o f loyalty that had been 
successful in other industries: the propensity to recommend and refer (Jones and 
Sasser 1995; Mundie 1997) and the intention to re-purchase the product in the future 
(Jones and Sasser 1995) (for a debate o f the appropriateness o f these measures, see 
loyalty literature review). These measures were applied to the tourism context and 
included in this study. It was further hypothesised that Tast-minute-deal-seekers’ 
would not fall into the loyal category since these cheaper deals would attract the price 
sensitive target market, i.e. non-loyal tourists. Hence the length of the booking time 
before the holiday was also included in this questionnaire.
The travel party
The questions concerning the travel party and who initiated the holiday were designed 
to establish whether there is a significant difference between the loyal and non-loyal 
tourists and the composition o f their travel party. In this question the subjects were 
asked for the number o f individuals they were travelling with on their current holiday 
and whose idea this holiday was.
The degree of repeated holiday activities
The questions regarding repeated holiday activities were simple yes/no questions 
about the facilities available on Mallorca. These questions tested whether the 
respondents had chosen the same destination; visited the same beach/restaurant; or 
participated in the same activities as they did on their previous holiday. This section 
also included questions concerning the tourists’ social contacts with local residents 
and other tourists. Questions concerning property ownership (or an intention to 
purchase property) in the destination were also included in the analysis to see to what 
extent repeat tourism is driven by time-share or holiday home ownership.
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Hypothesis
This pilot study was much more focused on testing assumptions from the loyalty 
literature in the tourism destination context. The data collected in this survey was 
nominal and therefore subjected to Chi-square testing of significance. For this purpose 
null hypotheses were established (Table 2):
Table 2 Hypotheses
H o i : There is no relationship between past repetitive destination selection and property ownership in that 
destination,
H o2: There is no relationship between past repetitive destination selection and propensity to recommend,
H o3: There is no relationship between past repetitive destination selection and the intention to return to the 
same destination again,
. H o4: There is no relationship between past repetitive destination selection and age o f  the respondent,
H o5: There is no relationship between past repetitive destination selection and the gender o f  the respondent, 
H o 6: There is no relationship between past repetitive destination selection and the family income o f  the 
respondent,
H o7: There is no relationship between past repetitive destination selection and the respondent’ s perception o f  
how busy their lifestyle is,
H o8: There is no relationship between past repetitive destination selection and educational level o f  the 
respondent,
H o9: There is no relationship between past repetitive destination selection and marital status o f  the 
respondent,
H o 10: There is no relationship between past repetitive destination selection and the number o f  children the 
respondents has,
H o i 1: There is no relationship between past repetitive destination selection and the age o f  the respondent’ s 
youngest child (i.e. stage in family life cycle),
H o 12: There is no relationship between past repetitive destination selection and who initiated the destination 
selection,
H o l3 : There is no relationship between past repetitive destination selection and the number o f  people in the 
respondent’ s travel party,
H o 14: There is no relationship between past repetitive destination selection and the length o f  booking time,
H o 15: There is no relationship between past repetitive destination selection and hotel selection,
H o 16: There is no relationship between past repetitive destination selection and going to the same restaurant,
H o 17: There is no relationship between past repetitive destination selection and going to the same beach,
H o i8: There is no relationship between past repetitive destination selection and having friends at that 
destination. _______
Here the three types o f destination loyalty established earlier (variety seeker/moderate 
loyal/true loyal) were used as a measure for the ‘past repetitive destination selection’ . 
In essence these three categories were used in contingency tables with the other 
measures and these 18 hypotheses were subjected to Chi-square analysis at the .05 
degree o f significance. As mentioned earlier, the contingency tables subjected for 
these Chi-square testing did not include those respondents whose age was below 20 to 
eliminate bias from the analysis. Due to this and missing values the valid sample size 
for this Chi-square testing was 302.
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The sample
The total sample for this survey consisted o f 55% male and 45% female respondents 
and the age distribution for both genders can be seen in Table 3 (valid sample size 
327):
Table 3 Contingency tables: age by gender (N=327)
Male
Frequency % of total
Female 
Frequency % of total
Total
Frequency % o f total
20 or under 9 2.7 15 4.6 24 7.3
21-30 47 14.3 28 8.6 75 22.9
31-50 67 20.5 43 13.1 110 33.6
51-65 29 8.9 26 8.0 55 16.8
Over 65 28 8.6 35 10.7 63 19.3
Total 180 55.0 147 45 327 100
The age distribution for both male and female respondents is bell shaped. However, 
there are a few differences between male and female subjects: there are more female 
subjects in the youngest age group o f ’20 or under’ (male 9 subjects; female 15 
subjects), the female subjects also dominate the oldest age category o f ‘ over 65’ (male 
28 subjects; female 35 subjects). By contrast the male subjects have a larger 
representation in the ’21-30’ and ’ 31-50’ age categories (’21-30’ group, male 47 
subjects; female 28 subjects and for ’31-50’ group, male 67 subjects; female 43 
subjects). The next stage is to present the highest educational achievement as reported 
by subjects.
The following table (Table 4) describes the highest educational level achieved by the 
respondents (due to missing values the valid sample size is 325):
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Table 4 Frequency distribution: educational achievements of the
respondents (N=325)
Educational level Frequency % of total
O-Levels 69 21.2
A-Levels 87 26.8
Degree 68 20.9
Post Degree studies 6 1.8
Other 95 29.3
Total 325 100
‘O-levels’ and a ‘Degree’ both represented one fifth o f the highest educational 
achievement reported by the respondents (21.2% and 20.9% respectively). ‘A-levels’ 
and the ‘other’ categories each accounted for a quarter o f all the respondents (26.8% 
and 29.3% respectively).
The next part of the analysis describes the family characteristics o f all respondents. A 
contingency table o f the age o f the youngest child by the number o f children in a 
family was constructed (Table 5). Due to missing values the valid sample size here is 
325:
Table 5 Contingency table: age of youngest child by number of children in
the family (N=325)
Age of 
youngest 
child 1
Number o f children 
% 2-3 % >3 %
Total
Frequency % of total
No children 129 39.7
6 or under 15 4.6 21 6.5 1 .3 37 11.4
7-18 8 2.4 34 10.5 1 .3 43 13.2
Over 18 34 10.5 55 16.9 27 8.3 116 35.7
Total 57 17.5 110 33.9 29 8.9 325 100
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The two most populous family types were the ‘no children’ (39.7%) and the ‘ children 
have grown up’ categories (35.7%) with over one third of the respondents in each 
group. For those who did have dependants, the typical family size was ‘2-3 children’ .
The following table presents the respondent’s perception o f how busy their lifestyle 
is:
Table 6 Frequency distribution: how busy is your lifestyle? (N=327)
How busy lifestyle
Weekly working hours Frequency % o f total
Work part-time 105 32.0
Work full time but no 81 24.8
regular overtime
Regular overtime 45 13.8
Would not say 96 29.4
Total 327 100
With regard to the perceived busy lifestyle o f the respondents: one third were working 
on a part-time basis, another quarter had a full-time job with no regular overtime and 
the remaining half o f the respondents did regularly work overtime. A large proportion 
o f the respondents (96 respondents; 29.4%) did not answer to this question.
The family income levels are defined as the total income of both parents. The total 
family income distribution is presented below in Table 7 (valid sample size 327):
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Table 7 Frequency distribution: total family income levels (N=327)
Family income 
Frequency % of total
Under £20,000 125 38.2
£20,001-£35,000 93 28.4
Over £35,000 44 13.5
Would not say 65 19.9
Total 327 100
The total family income levels o f this sample are low: two thirds o f the respondents 
reported family income levels below £35,000. The 19.9% o f the respondents who 
refused to declare their family income levels could probably be reduced if the survey 
was not conducted by a face-to-face interviews but rather through a postal 
questionnaire.
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The behavioural measures
The behavioural measure was interpreted from the five destinations named by the 
subjects and the key focus here is in the ‘ sameness’ o f their answers. The proportional 
categories are applied to the sample in the table below (due to missing values valid 
sample size is 326):
Table 8 Frequency distribution, proportion of holidays spent in any one 
destination (N==326)
Share o f visits to any 
one destination Frequency % o f total
100% 26 8.0
80% 41 12.6
60% 61 18.7
40% 93 28.5
0% 105 32.2
Total 326 100
As can be seen from Table 8 the majority o f the respondents (105 subjects) visited a 
different destination each year over the five-year survey period. The second most 
populous group was the ‘40%’ return rate with 93 subjects, the ‘60%’ return rate was 
reported by 61 subjects and 41 respondents had visited one destination ‘ 80%’ of the 
time during 1993-1997. There were 26 subjects who had returned to just one 
destination five times over the five-year survey period. The next stage was to apply 
the three destination loyalty categories:
Variety seekers: 105 subjects, 32.2%
Moderate loyais: 154 subjects, 47.2%
True loyals: 67 subjects, 20.6%
Here it must be re-emphasized that ‘no holidays’ is also a repetitive behavioural 
pattern and the above findings also include subjects who systematically took no 
holidays.
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Hypothesis testing
For the purpose of hypothesis testing the relevant contingency tables were constructed 
and a Chi-square test o f significance was applied. The findings for the cross­
tabulation are summarised in a table format and some o f the most significant findings ( 
are also analysed later:
Table 9 Results from hypothesis testing
Hypothesis number Cross tabulation Is the hypothesis accepted/rejected
H oi (owns property)
X 2= l  6 .6 0 0 , d£=2, /7= 0 .000
Rejected
H o2 (secondary loyalty)
X 2= 0 .3 6 8 , d f= 2 ,p = 0 .8 3 2
Accepted
H o3 (intention to return)
X 2= 8 .4 1 2 , d f=2, p = 0 .0 1 5
Rejected
H o4 (age)
X 2= 2 7 .8 7 3 , d f=6 , p = 0 .0 0 0
Rejected
Ho5 (gender)
X 2= 0 .1 9 9 , d f=2 , p = 0 .9 0 5
Accepted
H o6 (family income)
X 2==5 .9 5 3 , d f=6 , p = 0 .4 2 8
Accepted
H o7 (busy lifestyle)
X 2= 3 .9 3 0 , d f=4 , p=0A  16
Accepted
H o8 (educational level)
X 2= 3 .3 1 6 , d f= 4 ,p = 0 .5 0 6
Accepted
H o9 (marital status)
X 2= 7 .4 7 2 , d f=4 , p=0. 113
Accepted
H olO  (no. o f  children)
X 2=  11 .229 , d f=6 , p = 0 .0 8 2
Accepted
H oi 1 (FLC stage)
X 2= 1 4 .0 9 0 , d f=6 , p = 0 .0 2 9  *
Rejected
Ho 12 (initiator)
X 2= 8 .4 9 2 , d f= 8 ,p = 0 .3 8 7
Accepted
Ho 13 (party size)
X 2=7 .101, d f=4 , p=0. 131
Accepted
H o 14 (booking lead time)
X 2= 4 .7 5 0 , d f= 4 ,/? = 0 .3 14
Accepted
Ho 15 (same hotel)
X 2= 9 .4 6 0 , dfr=2, p= 0 .0 0 9
Rejected
Ho 16 (same restaurant)
X 2= 9 .4 2 2 , d f=2, p = 0 .0 0 9
Rejected
Ho 17 (same beach)
X 2= 1 .7 1 0 , d f=2 , p = 0 .4 2 5
Accepted
Ho 18 (have local friends)
X 2= 8 .6 8 8 , df=2, p = 0 .0 1 3
Rejected
FLC = Family Life Cycle
* = 1 cell has value below 5
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The common argument for destination loyalty is second home ownership within that 
holiday destination. This question had to be addressed first: some 90% o f respondents 
did not own property on the island but the propensity to acquire second homes did
increase with the number o f repeat visits (x2- l 6.600, df=2, 77=0.000). The first 
hypothesis can therefore be rejected since there is an increasing propensity of second 
home ownership as repetitive visits to a destination increased.
The second hypothesis tested the secondary behaviour definition by Jones and Sasser 
(1995). Most respondents (89%) would have recommended their destination to their 
friends and the cross tabulation indicates that there is no relationship between the
propensity to refer and repetitive holidays to one destination (x2=0.368, df=2, 
77=0.832). The second hypothesis must therefore be accepted. The third hypothesis 
must however be rejected since the intention to return to a destination did increase
according to the number o f past repeated visits (x2=8.412, df=2,77=0.0 15).
Except for age and stage in family life cycle (FLC), the demographic variables did not 
prove significant. For age it seems that the older respondents had a higher propensity 
to become loyal and the FLC stage (as measured by the age o f the youngest child) 
seems to be just a reflection o f the age o f the respondent. The suggestion that busy 
life-styles increase loyal buying behaviour (Denison t and Knox 1992) was not 
supported by the findings here. This could be due to the fact that this survey was 
carried out in just one specific location, it is quite possible that people with very busy 
lifestyles choose to have their holidays in different types o f locations.
The repetitive patterns o f behaviqur during the holiday suggest that many people find 
pleasure in nostalgic visits to places they enjoyed last time (use the same hotel and 
visit the same restaurants). The fact that there was no indication o f having repeat 
visits to the beach could simply be due to the fact that the true loyals in Mallorca are 
not there for the bathing facilities the region has on offer.
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A recent trend towards the increasing influence o f children in the family decision­
making (Pesterpower) was not supported by this survey. In fact only eight 
respondents reported that the idea to have a holiday came from the children.
The respondents were also questioned about possible social links to the island of 
Mallorca and a significant relationship was found between repetitive visits and having
friends living locally (x2=8.688, df=2,/?=0.013). Unfortunately this finding cannot be 
taken as a strong conclusion since the respondents’ definition o f ‘a friend’ may vary 
radically. The recommendation for future research is to control whether their reason 
for repeated holidays was to visit a friend or a relative (VFR). A further 
recommendation emerged from the de-briefing with interviewers: they reported the 
most problems were with getting people to indicate their total family income in a 
face-to-face situation.
The conclusion from the two pilot studies is that any future studies should be 
conducted as mail surveys in the respondents’ home environment.
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Recommendations for the main study
The recommendations from this survey are as follows:
> To conduct the final survey in the respondents’ home environment. In this way 
any bias from interview location can be eliminated and all destinations will have 
an equal chance of appearing in the findings.
> The effects o f VFR (visiting friends and relatives) on repeat holidays should be 
investigated.
>  Analyse to what extent non-loyal behaviour is due to a stronger variety seeking 
drive.
> Test the validity o f commitment/involvement as a measure for ‘psychological 
attachment’ in loyal tourism behaviour.
> To identify who in the family or group was the actual decision-maker, i.e. whose 
loyalty is the questionnaire describing?
> A larger sample size is required for greater statistical validity.
> The three categories of behavioural loyalty: variety seekers, moderate repeaters 
and true loyals provided the most successful cross tabulations and Chi-square test: 
the groups were large enough to avoid cells with a value below 5, and by using 
three categories here the 2x2 table became virtually non-existent.
Conclusions
In conclusion it should be noted that this survey proved very useful in conceptualising 
the theory o f customer loyalty and applying it in the tourism context. The future 
direction o f this research should, however, be in the identification o f the 
‘psychological attachment’ o f loyalty through commitment/involvement literature.
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Instructions to respondents:
Each of the items below contains two choices, A and B. For each numbered item 
please circle the letter A or B which best describes the way you feel. Be sure to 
answer all items.
1 A
B
My job is usually challenging and exciting. 
My job is often dull and boring.
2 A
B
My job requires me to be physically active.
My job doesn’t require much physical activity.
3 A
B
My job schedule is fairly hectic. 
My job schedule is fairly relaxed.
4 A
B
My hobbies and leisure time pursuits often involve a lot o f physical activity. 
My hobbies and leisure time pursuits do not require much physical activity.
5 A
B
My hobbies and leisure time pursuits are mentally challenging and stimulating. 
My hobbies and leisure time pursuits don’t involve many mentally challenging 
activities.
6 A
B
My ‘after hours’ lifestyle involves a variety o f socially stimulating activities. 
My ‘ after hours’ lifestyle usually involves spending time at home relaxing.
7 A
B
I am usually bored doing the chores around the house.
I often find new and varied ways o f doing my chores around the house.
8 A
B
After my daily work is done, I don’t have time to enjoy other activities to. 
My daily routine usually allows me ample time to do other things I enjoy.
9 A
B
Overall my life is exciting and involves many stimulating activities. 
Overall my life is fairly boring and monotonous.
10 A
B
In my daily routine I come in contact with many interesting people. 
In my daily routine I seldom come in contact with interesting people.
11 A
B
Overall my life is more stimulating than the average person’ s. 
Overall my life is less stimulating than the average person’s.
12 A
B
Overall my life is more stimulating than I would like it to be. 
Overall my life is less stimulating than I would like it to be.
13 A
B
The people around me are unusual. 
The people around me are ordinary.
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14 A
B
My home is very structured and organised. 
My home is frequently unpredictable.
Source: Wahlers and Etzel 1985 and personal communication with Prof. Etzel, 
February 1999.
©2002 317
Outi Niininen Appendix 6:
AST-II copyright
(
AST-II
©2002 318
Outi Niininen Appendix 6: 
AST-II copyright
PLEASE NOTE THE FOLLOWING BEFORE 
ORDERING:
In ordering the measure circled above, I agree that payment o f the fee corresponding 
to the scale provides me with permission to use that instrument in my experimental 
studies, but not for reproduction o f items and/or the scale in any medium for 
distribution to others e.g. Dissertation, journal article, book, another manual Internet, 
email). Others in my department who wish to use the same scale must write Albert 
Mehrabian specifically for permission for its use.
Your name and home address:
Your signature:
Date
BE SURE TO INCLUDE $12 FOR POSTAGE FOR OVERSEAS ORDERS
CALIFORNIA RESIDENTS: PLEASE ADD 7.25%.TAX 
$2.39 on an order o f $33, or $4.28 on an order o f $59
Please circle the desired scales above and return with your check payable to:
, Albert Mehrabian 
1130 Alta Mesa Road
Monterey, CA 93940 Tel. 4081649-5710 
email: mehrab@netcom.com
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From Findings Chapter:
Table 1 Contingency table AST-I by age (N=123)
Age
39 or younger 40 or over Total
Low AST-I (negat. values) 7 54 61
High AST-I (positive values) 27 35 62
Total 34 89 123
Computed on a 2x2 table 
0 cells (.0%) have expected count less than 5.
Chi-square analysis performed at the '05 degree o f significance
Here the Chi-square was significant (x2=15.814, df=T, j9=.000).
Table 2 Contingency table AST-I by total family income (N—123)
Total Family income Total
under £20.000 £20.000 or over
Low AST-I (negat. values) 19 38 57
high AST-I (positive values) 25 33 58
Total 44 71 115
Computed on a 2x2 table 
0 cells (.0%) have expected count less than 5.
Chi-square analysis performed at the .05 degree o f significance
The Chi-square was NOT significant (x2=1.162, df=l,/?=281)
Table 3 Contingency table AST-I by primary behavioural measure 
(N=123)
Low
AST-I
High Total
Low behavioural measure 25 26 51
High behavioural measure 36 36 72
Total 61 62 123
Computed on a 2x2 table 
0 cells (.0%) have expected count less than 5.
Chi-square analysis performed at the .05 degree o f significance
Here the Chi-square was not significant (x2=0.11, df=l5/?=.915).
©2002 321
Outi Niininen Appendix 8:
The holiday survey
The holiday survey
©2002 322
Outi Niininen Appendix 8:
The holiday survey
Holiday Survey
This questionnaire asks you to reflect on your MAIN holidays over the last five years. If you did not 
take a holiday in any one of these years, please leave the sections blank.lf you took more than one 
holiday during any of these years, please think about your MAIN holiday for each year only.
Alt information is treated in the strictest confidence. No individuals are identified.
This questionnaire will be scanned electronically, please show how much you agree or disagree 
with the following statements by pulling a cross [kjin the appropriate box.
1. Please PRINT the name of the COUNTRY of your holiday destination for this year and previous 
years in the spaces provided below. If you did not take a holiday in a particular year, please leave 
the box empty. Please think about your MAIN holiday for each year only.
Year Country of Destination
1999
1998
1997
1996
1995 r* y r~ r~* i r
2. Which of the following statements best describes your MAIN holiday for each year. Please cross 
only ONE holiday type per year.
1999 1998 1997 1996 1995
Visiting friends and family □ □ □ □ □
Acitivity holiday □ □ □ □ L")
Sun, sea and sand □ □ a n □
Culture holiday □ □ □ i.: i I J
Cruise 1 canal boat □ □ □ □ □
Countryside holiday □ □ □ □ □
Skiing □ □ □ □ □
Touring □ □ □ □ □
Other L I □ □ L..1 □
P age: 1
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3. On holiday each year, were you accompanied by: (pleaso cross only ONE box per year)
1999 1998 1997 1996 1995
family or friends C.l I I □ □  ID
social group □  □  □ i d  □
not accompanied □  1.1 □ □  11
4. How long in ADVANCE did you book your holidays? (pleaso cross only ONE box per year)
1999 1998 1997 1996 1995
1 to 2 weeks (last minute deal) □ □ □ n ' I D
Approximately 1 month [ J □ □ □ n
2 to 3 months ID □ L I n □
4 to 8 months n □ □ □ i . j
9 to 12 months □ □ □ □ LJ
Over a year u □ □ r I □
5. Do you own property or timc-share in any of your past holiday destinations. Please place a [xj in 
each year that applies, (if NO pleaso go to question 6)
I own property or time-share 1999 1998 1997 1996 1995
in this/these destination(s) n □ u □ ID
6. Would you recommend any of your holiday destinations to your friends? Please place a [xj in 
each year that applies, (if NO ploasc go to question 7)
1999 1998 1997 1996 1995
I would recommend I J  CD I I  L I □
7. Do you have any plans to return to any of your holiday destinations? Pleaso place a|k]in each
year that applies, (if NO pleaso go to question 8)
1999 1998 1997 1996 1995
Plan to return [.I [ J CD CD I I
8. Pleaso indicate which of your holidays were either ’package tours' or arranged independently.
(please [xj one for each your)
Package tour
1999 1998
LI II
1997
n
1996
□
1995
□
Arranged independently □  □ 11 □ LI
Swvry ■ 22
II! Ill I
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9. Using the boxes below, please indicate how strongly you agree or disagree with the following 
statements: strongly Neither agree
disagree Disagree or disagree Agree Agree strongly
1 find package fours limiting
□ C l n n □
i like seeing familiar food on the menu □ 1 1 1 1 1 1 i :i
! prefer going to places my friends haven't
hoard of 1.1 □ □ n □
1 like to go native on holiday □ □ 1 1 r  i • r  i
1 tend to want to.rolum.lo the same 
holiday destination each year □ n D u i . i
1 like to experience now cultures on holidays □ □ C J n □
1 prefer to make my own travel arrangements □ □ L I 17.1 □
Travelling on your own is fun
□ □ □ □ LJ
Being spontaneous is part of being on holiday
□ □ C l [ ] □
1 want a clear idea about accomodation 
before 1 book a holiday □ □ □ □ □
Tor me, holidays are about relaxation □ r:i 1.1
n
□
Talking to locals can be intimidating □ u □ u n
! can't understand people who just want to 
lie on a beach □ □ □ □ I .J
The safest way to explore a place is through 
an organised tour □ □ □ □ □
Sometimes the unexpected makes a holiday □ □ u □ □
1 prefer to leave my holiday arrangements to 
the professionals □ □ □ □ 1 1
1 just need (o foci the warmth of the sun for 
a good holiday □ □ 111 □ n
Package tours are an ideal way to .arrange
a holiday 1.1 n 1.1 C l □
It's fun to get lost on holiday □ □ □ □ □
I like being recognised by staff at a hotel □ □ □ u □
1 worry about eating strange food □ □ □ □ □
Planning moans less worry on holiday □ □ □ □ □
1 prefer eating with the locals □ u □ L J □
1 (oiidnys are about exploring the world C l □ n □ u
1 don't like holidays in unfamiliar locations n 11 r i n
1 hero's nothing wrong with spontaneous 
last minute holidays 11 i . i n [ j □
. ....
Pager 7
i i m i i
© 2 0 0 2 325
Outi Niininen Appendix 8:
The holiday survey
II
And finally, about yourself
Are you Male Q Female [£]
Which age group do you belong to
20 to 29 □  30 to 39 f j  40 to 49 Q 5° to 59 □ over 60 | ]
Are you: Single [£] Married/partnered Q  Divorced/separated Q | Widowed [H
Using the boxes below, please indicate which of the following income groups best describes your 
total family income.
under £10,000 j~ l £10,000-£14,999 □
£15,000 -£19,999 □ £20,000-£34,999 □
£35,000 - £49,999 □ £50,000 or over Q
iconic ijxiu facing- -live -time fa comji^te tluA x^xecfiotwvaLte.
© 2 0 0 2
Survey: 22
ill! II
326
Outi Niininen Appendix 9:
Survey 2
© 2 0 0 2 327
Outi Niininen Appendix 9:
Survey 2
Survey 2
Ail information is treated in the strictest confidence. No individuals are identified.
This questionnaire will be scanned electronically, please use the following scale to indicate the 
degree of your agreement or disagreement with each of the statements on the following pages. 
Record your answers by placing a cross (Xj in the boxes provided below.
I seldom change the pictures on my walls
I am not interested in poetry
It is unpleasant seeing people in strange 
weird clothes
I am continually seeking new ideas and 
experiences
I much prefer familiar people and places
When things get boring, I like to find 
something new and unfamiliar to experience
I like to touch and feel sculpture
I don’t enjoy daring and foolhardy things just
for fun
1 prefer a routine way of life to an unpredictable 
one full of change
People view me as quite an unpredictable
person
I like to run through heaps of fallen leaves
. I sometimes like to do things that are a little 
bit frightening
1 prefer friends who are reliable and predictable 
to those who are excitingly unpredictable
I prefer an unpredictable life full of change 
to a more routine one
I would'nt like to try Ihe new group-therapy 
techniques involving strange body sensations
Strongly
disagree Disagree
Neither agree 
or disagree Agree
Agree
strongly
□ □ □ □ □
□ □ □ □ □
□ □ 1 1 □ □
□ □ □ □ □
□
n
□
□
□
□
□
D
n
n
□ □ □ □ □
□ n □ □ □
□ □ □ □ □
□ □ □ □ □
n □ □ □ □
□ □ □ □ □
□ □ □ □ □
□ □ □ □ Li
u ID □ □ □
please turn over
Survey: 25 Pago 1 1uni! 1
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Using the boxes below, please indicate how strongly you agree or disagree with the following 
statements:
Strongly Noither agree 
disagree Disagree or disagree Agree
)
Agreo
strongly
Sometimes 1 really stir up excitement □ □ □ □ □
1 never notice textures □ a 0 □ □
1 like surprises □ a □ □ □
My ideal home would be peaceful and quiet □ □ □ □ □
1 eat the same kind of food most of the time □ □ □ □ □
As a child, 1 often imagined leaving home 
just to explore ttie world □ □ □ □ □
1 Itke lo experience novelty and change in 
my daily routine □ □ □ □ □
Shops with thousands of exotic tierbs and 
fragrances fascinate me □ □ □ □ □
Designs and patterns should be bold and
exciting □ □ □ □ □
1 feel best when 1 am safe and secure □ □ □ □ □
t would like the job of foreign correspondent 
for a newspaper □ □ □ □ □
1 don’t pay much attention to my surroundings □ □ □ □ □
1 don’t like the feeling of wind in my hair □ □ □ □ □
1 like lo go somewhere different nearly every day □ □ □ □ □
1 seldom change the decor and furniture 
arrangements at my place □ □ □ ■ a □ '
1 am interested in new and varied interpretations 
of different art forms □ □ □ □ □
1 would'nt enjoy dangerous sports such as mountain 
climbing, aeroplane flying or sky diving □ □ □ □ □
1 don’t like to have lots of activity around me □ □ □ □ □
1 am interested in what 1 need to know □ □ □ n n  ■
1 like meeting people who give me new ideas □ □ □ □ □
1 would be content to live in the same house for 
the rest of my life □ □ □ □ □
1 like continually changing activities □ □ □ n □
1 like a job that offers change, variety and'travel 
even if il involves some danger □ □ □ □ □
1 avoid busy, noisy places □ □ □ □ Q
1 like to look at pictures that are puzzling in some way □ □ □ n □
vie tjo w  j o - t  IcJluxu  ^ t l i e  t i m e  t o c o n r n fe tc  tfu &
Survey. 25
■  III II ill!
Page: 2
III! Ill II ■ i
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Introduction
This study adopted a positivist approach to the data and aimed for statistical analysis 
from the data derived from the questionnaires. For this purpose F o r m ic  scanning 
software was used in the questionnaire design and input. The statistical analysis was 
performed using Statistical Package for Social Sciences (SPSS) Version 10 software. 
The following details how each question in this study was coded for analysis:
Holiday Survey (Survey 1)
Question 1. Each respondent was asked to name the destinations they had visited in 
the past five years. If they had not taken a holiday during the survey period they were 
instructed to leave the space empty.
Each destination was typed into SPSS. If the respondent had not taken a holiday this 
space was left empty. An analysis o f the actual destinations was then converted to a 
proportional measure o f how many o f the five holidays questioned had been spent in 
any one destination. Here it is important to note that not taking a holiday can also be a 
repetitive pattern suggesting a negative attitude towards holidays or an element o f the 
holiday product (Riley, Niininen et al. 2001). For further analysis the respondents 
with no holiday were identified (e.g. these respondents were excluded from analysis 
o f s e c o n d a r y  b eh a v io u r a l m e a s u r e s).
The following examples illustrate the coding:
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Table 1 Examples for coding holiday survey question 1
Year Example 1 Example 2 Example 3 Example 4
1999 Mallorca Spain France
1998 Mallorca Turkey Finland
1997 Mallorca Sweden
1996 Mallorca Spain Norway
1995 Mallorca Turkey Ireland USA
Coding 100% 40% 0% No Holidays 60%
Question 2 asked the respondents to indicate their holiday type for each o f the 
destinations named in Question 1. Again, the proportion o f one holiday type from the 
total o f five possible answers was used as a measure. Furthermore, the type o f holiday 
was identified for future analysis. Questions 2-8 were cross-referenced with Question 
1 to ensure that if the respondent had not taken a holiday during one o f the five years 
named in Question 1 there would not be an entry for this year later on in the 
questionnaire.
The following table builds on from the example set in Table 1:
Table 2 Coding for the holiday type question
Year Example 1 Example 2 Example 3 Example 4
1999 SSS SSS SSS
1998 SSS Activity holiday Skiing
1997 SSS Cruise
1996 SSS Culture Touring
1995 SSS Activity holiday Other SSS
Coding 100%- 3 40%-2 0% No Holidays 60%
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The numbers 2 and 3 in the total coding refer to the actual holiday type, the 
percentage figures indicate the extent to which each subject had repeated any one 
holiday type. The holiday types were numbered as follows (modal values):
Visiting Friends and Relatives (VFR) 1
Activity Holiday 2
Sun, Sea, Sand (3S) 3
Culture Holiday 4
Cruise / Canal boat 5
Countryside Holiday 6
Skiing 7
Touring 8
Other 9
No Holiday 0
Questions 3, 4 and 8 follow the same principle established in Question 2. The 
percentage measures refer to the degree o f consistency in holiday decisions over the 
five year survey period, the number codes refer to actual holiday decisions (modal 
values):
The following lists identify the codes for each sub-decision o f holidays:
Question 3: W ho did you travel with?
Family and Friends 1
Social Group 2
Not accompanied 3
No Holiday 0
\
Question 4: How long in advance did you book your holidays?
1-2 weeks (last minute deal) 1
Approximately 1 month 2
2-3 months 3
4-8 months 4
9-12 months 5
Over a year 6
No Holiday 0
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Question 8: Please indicate which of your holidays were either ‘package 
tours’ or arranged independently.
Package tour 1
Arranged independently 2
No Holiday 0
Questions 5, 6 and 7 had similar coding. Again the extent to which the subject was
repeating a holiday decision was indicated with a percentage measure and the type of
decision with a numerical code (see below). However, since the subjects could claim 
‘would not return/refer’ and ‘does not own property in any destination’ for ail five 
years here it was appropriate to differentiate these negative patterns o f behaviour. 
Therefore:
H ig h  c o n s is te n c y  = would return; would refer; has holiday property in 3 or 
more destinations included in this survey 
L o w  c o n s is te n c y  -  no pattern
N e g a tiv e  c o n s is te n c y  = would not return; would not refer; does not own 
property in 3 or more destinations included in this survey
Question 5: Do you own property or time- 
share in any of your past holiday destinations?
Yes 1
No 2
No Holiday 0
Question 6: Would you recommend any of 
your holiday destinations to your friends?
Yes 1
No 2
No Holiday 0
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Question 7: Do you have plans to return to any 
of your holiday destinations?
Yes 1
No 2
No Holiday 0
Question 9 is the TILTS instrument with 26 statements. Here the subjects indicated 
agreement or disagreement to the statements on a five-point Likert scale. Statements 
2,5,10,11,12,14,16,17,18,20,21,22 and 25 had a negative wording and the scores for 
these statements were reversed before the total score was calculated. Each respondent 
was identified by their total score only and classified into high (positive total score) or 
low (negative, total score) attitude towards repeated holidays. Since this is a new 
instrument, under development in this study, and with no norms, the total scores were 
normalised. However, for the Cronbach alpha, correlations and item to total minus 
itself calculations each score was used without normalisation.
The classification questions were all categorical by nature and allocated a numerical 
value for the SPSS. Later in analysis the age groups were conflated into ‘ subjects 
aged 39 or younger’ and ‘ subjects aged 40 or above’ . The marital status classification 
was also manipulated: the respondents were divided into ‘ attached’
(married/partnered) and ‘un-attached’ (single, divorced or widowed) categories.
Survey 2
This is the AST-I instrument. Here the subjects indicated their degree o f agreement on 
a five-point Likert scale. Statements 1,2,3,5,8,9,13,15,17,19,20,25,27,28,30,32,33, 
34,36 and 39 had a negative wording, hence these scores were reversed before the 
final calculation. As with the TILTS instrument, each subject was represented with 
their total score only, divided into h ig h  (positive values) and lo w  (negative values) 
OSL. Again, the total scores were normalised.
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TILTS statements
Initial list of TILTS attitude statements under sub­
headings
There are 70 statements here in total and the following coding explains at which stage 
they were included in the scale development/analysis:
C od in g : Bold Statements in the final 26
Ita lics Statements put forward to Q-sort (50 statements)
Normal Statements excluded from further analysis
DESTINATION
1. I like returning to the same holiday destination when it has been good in the past
2. Familiarity with my holiday destination makes me feel secure
3. I tend to want to return to the same holiday destination every year
4. I f i n d  c o m fo r t  in q u ie t  a n d  ca lm  su r r o u n d in g s  o n  h o lid a y
5. I  d o n ’t like n o is y -b u s y  p la c e s
6. I don’ t like holidays in unfamiliar locations
7. I  like to  s e e  h o w  d e stin a tio n s  c h a n g e  o v e r  tim e
8. W h e r e v e r  I  g o  I  f e e l  a t h o m e
9. One cannot appreciate a holiday destination after just one visit
10. T h e re  a r e  b en e fits  in g o in g  to  fa m il ia r  d e stin a tio n s
1 1 . 1  d o n 't like s e e in g  n e w  a n d  m o d e r n  b u ild in g s  in o l d  p la c e s
1 2 .1 prefer going to places my friends haven’ t heard of
1 3 . 1  d o n ’t s e e  th e p o in t  o f  g o in g  b a c k  to  a  p la c e  I ’v e  b e e n  to  b e fo r e
1 4 . H o lid a y  d e stin a tio n s  a re  a ll th e sa m e  w h e r e v e r  y o n  g o
1 5 . O n  h o lid a y  I  a v o id  to u r is t a ttra ctio n s
16. Familiarity with my holiday destination makes me feel secure
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TYPE OF HOLIDAY
1. For me holidays are about relaxation
2. I just need to feel the warmth of the sun for a good holiday
3 . H o lid a y s  a re  a b o u t r e c o v e r in g  f r o m  e v e r y d a y  life
4. S p o r ts  h o lid a y s  a re  n o t  f o r  m e
5. The safest way to explore a place is through an organised tour
6 . I  like tra v ellin g  w ith  p e o p l e  I  k n ow
7. Package tours are an ideal way to arrange a holiday
8. I like to experience new cultures on holidays
9. Being spontaneous is part of being on holiday
10. Holidays are about exploring the world
11. It’ s fun to get lost on holiday
12 . H o l id a y s  a re  a b o u t  g e tt in g  a w a y  f r o m  e v e r y d a y  life
13. Travelling on your own is fun
14. Exploring on your own can be fun
15. Talking to locals can be intimidating
1 6 . 1  like to  f e e l  in c o n tr o l o n  h o lid a y
17. Sometimes the unexpected makes a holiday
1 8 . H o l id a y s  a re  w a s te d  i f  o n e  o n ly  g a in s  a  tan  f r o m  it
1 9 .1 can’ t understand people who just want to lie on the beach
20. Exploring on your own can be fun
21.1 prefer an activity packed holiday
22. The exploration o f a new destination is exciting
23.1 make an effort to learn the local language
24. Holidays should be full o f excitement
25. Meeting different types of people make holidays interesting
26. Holidays are about learning new cultures
27. Guided tours are the only way to explore a destination
Appendix 14:
TILTS statements
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ACCOMMODATION
1. I like being recognised by staff at a hotel
2. I want a clear idea about accommodation before I book it
3. I ’d  b e  n e r v o u s  i f  I  w a s  in v ited  in to  a  lo c a l  h o m e
4. T o  m e  a ll h o te ls  a re  th e sa m e
5. D o e s  y o u  g o o d  to  b e  w a ite d  o n  o c c a s io n a lly
6. I like to go native on holiday
7. I like to feel pampered on my holiday
8. Familiar hotels make best holidays
RESTAURANTS
1. I like seeing familiar food on the menu
2. E x o t ic  f o o d  ca n  o fte n  b e  a  d isa p p o in tm e n t
3. I worry about eating strange food
4. Wherever I am in the world I order the same drink
5. I like tasting exotic food
6 . I  lik e to  tr y  lo c a l  drink s w h e n  o n  h o lid a y
7. I prefer eating with the locals
8. I always taste the local delicacy, even just a bite
PLANNING OF THE HOLIDAY
1. P la n n in g  in a d v a n c e  is e sse n tia l f o r  a  g o o d  h o lid a y
2. Planning means less worry on holiday
3. I prefer to leave my holiday arrangements to the professionals
4. P a c k a g e  h o lid a y s  g iv e  m e  th e o p p o r tu n ity  to  s e e  n e w  p la c e s
5. I don’t see the point o f putting effort into planning my holidays
6. C o n su ltin g  a  g u id e b o o k  b e fo r e  a  h o lid a y  is a  g o o d  id ea
7. I prefer to make my own travel arrangements
8. W ith  h o lid a y s  I  g o  f o r  a  b a rg a in
9. I find package tours limiting
10. There’ s nothing wrong with spontaneous last minute holidays
11. Planning in advance means more pleasure out o f my holiday
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Q-SORT STATEMENTS
I. Holidays are wasted if one only gains a tan from it (T)
2 .1 find package tours limiting (P)
3. There are benefits in going to familiar destinations (D)
4 .1 don't like noisy-busy places (D)
5. I’d be nervous if I was invited into a local home (A)
6 .1 like seeing familiar food on the menu (R)
7. With holidays I go for a bargain (P)
8 .1 prefer going to places my friends haven’t heard o f (D)
9. For me holidays are about relaxation (T)
10.1 tend to want to return to the same holiday destination every year (D)
I I .1 like to experience new cultures on holidays (T)
12.1 prefer to make my travel arrangements myself (P)
13. Travelling on your own is fun (T)
14. Sometimes the unexpected makes a holiday (T)
15.1 want a clear idea about accommodation before I book it (A)
16.1 like to go native on holiday (A)
17.1 like to try local drinks when on holiday (R)
18. Wherever I go I feel at home (D)
19.1 don't see the point o f going back to a place I've been to before (D)
20. Talking to locals can be intimidating (T)
21. Sports holidays are not for me (T)
22.1 can't understand people who just want to lie on the beach (T)
23. To me all hotels are the same (A)
24. Consulting a guidebook before a holiday is a good idea (P)
25. The safest way to explore a place is through an organized tour (T)
26. Being spontaneous is part of being on holiday (T)
27. Package holidays give me the opportunity to see new places (P)
28 .1 don't like seeing new and modem buildings in old places (D)
29.1 prefer to leave my holiday arrangements to the professionals (P)
30.1 just need to feel the warmth o f the sun for a good holiday (T)
31.1 like to feel in control on holiday (T)
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32.1 find comfort in quiet and calm surroundings on holiday (D)
33. Package tours are an ideal way to arrange a holiday (T)
34. It's fun to get lost on holiday (T)
35.1 like being recognised by staff at a hotel (A)
36. Planning in advance is essential for a good holiday (P)
37.1 worry about eating strange food (R)
38. Holiday destinations are all the same wherever you go (D)
39. Holidays are about recovering from everyday life (T)
40.1 like travelling with people I know (T)
41. Planning means less worry on holiday (P)
42.1 prefer eating with the locals (R)
43. Holidays are about getting away from everyday life (T)
44. Exotic food can often be a disappointment (R)
45. On holiday I avoid tourist attractions (D)
46. Does you good to be waited on occasionally (A)
47. Holidays are about exploring the world (T)
48.1 don't like holidays in unfamiliar locations (D)
49.1 like to see how destinations change over time (D)
50. There's nothing wrong with spontaneous last-minute holidays (P)
A- Accommodation 
D- Destination 
P- Planning before travel 
R- Restaurants 
T- Type o f holiday
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Verbal instructions to Q-sort
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Thank you for your time and expertise.
What this is about:
I’m designing an attitude scale for variety seeking and loyal tourists. For this purpose, 
I have formulated 50 attitude statements and printed them on separate cards. These 
statements are about holiday planning, accommodation, destination, type o f holiday, 
as well as food and drink on holiday. I would like you to evaluate each statement and 
place it on the ‘ v a r ie ty  s e e k i n g ’/  ‘d o n ’t k n o w ’/  ‘lo y a l  to u r is t ’ category (SHOW 
PROFILES)
The easiest way to complete this is to imagine that you are either v a r ie ty  s e e k in g  or 
lo y a l  to u r is t yourself and place the statement in the category that feels most logical. If 
you do not have an opinion o f a statement or can’t decide which type it is, please 
place it on the ‘ d o n ’t k n o w  ’ category
Many thanks for your help.
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(3 separate show cards)
+++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++
Showcard 1:
A Variety Seeking Tourist
This type o f tourist will have a tendency to seek novel, varied, complex, and intense
sensations and experiences and he/she is also willing to take risks for the sake o f such 
experiences. A Variety Seeking Tourist enjoys variety in his or her life as well as 
during his or her holidays. These individuals are also first in exploring new activities 
and experiences.
+ + + -H -l"l--l" l++ -H -++++ ++++ -i-++ + + + + + + + + + + + + + + -H -+ + + + + + + + + + + + + + + + + + + + +
Showcard 2:
Don’t know
++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++4
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Showcard 3:
A Loyal Tourist
This type o f individual finds high stimulation o f any kind unpleasant. Situations that 
are novel, varied, intense or complex will feel daunting and stressful. He/she will 
become anxious and look for ways to reduce the level o f stimulation, e.g. avoid 
similar (high stimulation) situations in the future, seek familiarity in their daily life 
etc. They prefer routines in their lives and are usually not the first to volunteer for any 
activity that is new to them/
Based on Zuckerman 1994
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20th March 2000
The Occupier
Dear Sir / Madam,
The attached questionnaire is an academic survey and has no commercial purposes. 
The information it provides will be treated in the strictest confidence and your co­
operation is very much appreciated. It will take ten minutes to complete and I hope 
you find it interesting.
This questionnaire is about holidays and asks you to think about the main holiday 
you have taken in each o f the five years. A pre-paid envelope is enclosed for your 
reply.
Before completing this questionnaire it is important to alert you to a follow-up 
questionnaire that will be sent to you under the same conditions of confidentiality and 
no-cost basis. Both questionnaires are important to the academic purposes of the study 
and once again I would like to emphasise that your co-operation is appreciated.
If you have any enquiries about this research please contact me at the University o f 
Derby on 01332-591435.
Yours faithfully
Outi Niininen
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30th May 2000
«NAME»
«ADDRESS1»
«ADDRESS2»
«ADDRESS3»
«ADDRESS4»
«ADDRESS5»
«POSTCODE»
Dear Sir / Madam,
Thank you for responding to my earlier questionnaire, your time and effort is truly 
appreciated. Please find enclosed the second part o f my research, again, I would be 
grateful if you could take the time to complete it.
This second questionnaire is about your opinion o f general everyday statements, 
please mark only one box per statement to indicate your opinion o f it. As before, this 
information is part of academic research that will form the basis for my doctoral 
thesis. All information will be treated in strict confidence and no individuals will be 
identified in the analysis. Postage for your reply is already paid, please use the 
envelope provided.
As before, if you have any questions about my research please contact me at the 
University o f Derby number 01332-591435.
Thank you very much for your help with this research.
Yours sincerely
Outi Niininen 
Doctoral Candidate
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5th June 2000
The Occupier
Dear Sir / Madam,
Two weeks ago I sent you a copy o f my questionnaire. However, in case you did not 
receive the original letter I am enclosing a second copy. This attached questionnaire is 
an academic survey which is central to my study o f British holidays and I would be 
very grateful if you would assist in this study by completing this questionnaire. For 
the success o f this study it is important that I hear from the widest range o f British 
holidaymakers. Please note that this research has no commercial purposes and ail 
information will be treated in strictest confidence. This questionnaire will take ten 
minutes to complete and your co-operation is much appreciated.
This questionnaire is about holidays and asks you to think about the main holiday 
you have taken in each o f the five years - I hope you find it interesting. A pre-paid 
envelope is enclosed for you reply.
Before completing this questionnaire it is important to alert you to a follow-up 
questionnaire that will be sent to you under the same conditions o f confidentiality and 
no-cost basis. Both questionnaires are important to the academic purposes o f the study 
and once again I would like to emphasise that your co-operation is appreciated.
Please could you complete the enclosed questionnaire and return it in the pre-paid 
self-addressed envelope by 19th June 2000, however, if your reply is already in the 
post, please ignore this reminder. Should you have any inquiries about this research 
please contact me at the University o f Derby on 01332-591435.
Yours faithfully
Outi Niininen
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10th May 2000
The Occupant
Dear Sir / Madam,
Thank you for responding to my earlier questionnaire, your time and effort is truly 
appreciated. Three weeks ago I sent you the second (and final) part o f my survey, 
however, in case you did not receive it I am enclosing another copy. I would be 
grateful if you could take the time to complete it.
This second questionnaire is about your opinion o f general everyday statements, 
please mark only one box per statement to indicate your opinion o f it. As before, this 
information is part o f academic research that will form the basis for my doctoral 
thesis. All information will be treated in strict confidence and no individuals will be 
identified in the analysis. Postage for your reply is already paid, please use the 
envelope provided.
If your reply is already in the post please ignore this mailing. As before, if you have 
any questions about my research please contact me at the University o f Derby number 
01332-591435.
Thank you very much for your help with this research.
Yours sincerely
Outi Niininen 
Doctoral Candidate
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Introduction
The to u r is t ’s  in d ivid u a l lo y a lty  te n d e n c y  s c a le  (TILTS) was designed to measure the 
propensity o f each individual to become loyal towards a holiday destination. In essence it is 
an attitude scale. There are no clues in the existing literature about exactly what in the 
destination as a whole creates loyal attitudes towards that region. Therefore this scale was 
designed to cover the key elements o f a holiday: the planning before a holiday; the 
characteristics o f the actual destination; the type o f holiday; the accommodation used; and the 
food and drink consumed whilst on holiday. The 26 statements within TILTS were selected 
through a Q-sort from a pool o f 50 statements.
On the surface the 26-item TILTS scale appears plausible with an acceptable Cronbach 
Alpha o f .76. However, further analysis into th e item  to  to ta l m in u s i t s e l f  correlation revealed 
that only 15 o f the TILTS statements had an acceptable correlation. The 11 items with an 
item  to  to ta l m in u s i t s e l f  correlation below .29 are printed in ita lics in the following table o f 
all 26 statements. This table also identifies to which sub-scale each item belongs.
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The above table identifies the statements that did not reach the acceptable item to total 
minus itself correlation under each sub-scale: two out o f the three statements for both 
‘destination’ and ‘accommodation type’ ; for the ‘holiday type’ , five of the total seven 
statements; for the ‘wining and dining’ sub-scale no statements were below the 
acceptable .3; and, for the ‘holiday planning’ two out o f the total of five statements 
did not reach the required inter-correlation. The remaining 15 statements were 
referred to as refined TILTS (rTILTS).
Unfortunately the total sample o f 123 achieved in this study is not adequate for Factor 
Analysis (Hinkin et al. 1997) therefore alternative analysis will be used to investigate 
the true nature of the rTILTS. For example, the item-to-item correlation matrix can 
offer further insight into the rTILTS. For this purpose the number identifies each 
statement and the following table presents this inter-item correlation matrix:
Table 2 Inter-item correlation matrix
An initial examination o f the correlation matrix above reveals a number o f 
correlations in excess of .3. The strongest correlation was found between statements 
18 and 7 (r =.669):
18: ‘Package tours are an ideal way to arrange a holiday’
7: ‘ I prefer to make my own travel arrangements’
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These two statements represent the ‘planning’ element o f the holiday experience, both 
addressing the perceived value o f pre-arranged holiday packages. Such correlations 
would fit in with the proposed characteristics o f a lo w  OSL subject.
There were four other items with a correlation above .5: these statement pairs and 
correlations are presented below:
1: ‘ I find package tours limiting’
18: ‘Package tours are an ideal way to arrange a holiday’ 
r = .506
2: ‘I like seeing familiar food on the menu’
21: ‘I worry about eating strange food’ 
r = 529
7: ‘ I prefer to make my own travel arrangements’
16: ‘I prefer to leave the holiday arrangement to the professionals’ 
r = .556
16: ‘I prefer to leave the holiday arrangement to the professionals’
18: ‘Package tours are an ideal way to arrange a holiday’ 
r = .558
In general, the. following two statements seem to be getting most incidences o f 
correlation above .3:
7: ‘ I prefer to make my own travel arrangements’
18: ‘Package tours are an ideal way to arrange a holiday’
These statement pairs represent two o f the holiday elements: ‘planning before 
holidays’ and ‘wining and dining’ . Firstly, food is an elementary part o f everyday 
life, which would explain the relative importance o f menu items. Furthermore, the 
familiarity o f food eaten on holiday could also be one method o f reducing stimulation 
from the whole holiday experience. Secondly, the planning component o f holidays is
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featured here -  this would further emphasise the perceived importance o f good 
planning o f holidays to the respondents.
rTILTS Sub-scales
The refined TILTS instrument achieved a marginally better Cronbach alpha of .78. 
The next stage would be to evaluate how statements under sub-headings are 
performing once the number o f statements has been reduced from the initial 70 to the 
remaining 15. Therefore at this stage it would be pertinent to map the number o f 
statements for each sub-scale from the beginning o f the scale development process to 
the rTILTS stage:
Table 3 Mapping the number of statements under each category over the 
scale development process
Sub-scales No of No o f No of No o f
statements statements after statements after statements in
generated internal review Q-sort rTILTS
F % o f 70 F % of 50 F % of 26 F % o f 15
Destination 16 22.8 12 24.0 3 11.6 1 6.7
Type o f Holiday 27 38.6 18 36.0 12 46.2 7 46.6
Accommodation 8 11.4 6 12.0 3 11.5 1 6.7
Wining & dining 8 11.4 5 10.0 3 11.5 3 20.0
Holiday planning 11 15.8 9 18.0 5 19.2 3 20.0
Total 70 100 50 100 26 100 15 100
As can be seen from the above table the statements describing the ‘destination’ have 
the greatest reduction in numbers over the scale development process, especially 
during the Q-sort (expert review process). The ‘type o f holiday’ statements have 
increased their share most during scale development, the ‘wining and dining’ category 
together with the ‘holiday planning’ statements have also increased in importance 
towards the final rTILTS scale.
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To what extent can the behaviour o f the rTILTS scale be explained by the smaller 
components within it? This will be investigated by separating the sub scales from the 
total rTILTS:
Table 4 rTILTS sub-scales identified
Sub-scale Statements
1 Destination 25 I don’t like holidays in unfamiliar locations
2 Type o f holiday 8 Travelling on your own is fun
9 Being spontaneous is part o f being on holiday
14 The safest way to explore a place is through an organised
tour
15 Sometimes the unexpected makes the holiday
17 I just need to feel the warmth o f the sun for a good holiday
18 Package tours are an ideal way to arrange a holiday
19 It’ s fun to get lost on a holiday
3 Accommodation 4 I like to go native on holiday
4 Wining & 2 I like seeing familiar food on the menu
dining 21 I worry about eating strange food
23 I prefer eating with the locals
5 Holiday 1 I find package tours limiting
planning 7 I prefer to make my own travel arrangements
16 I prefer to leave my holiday arrangements to the
professionals
As can be seen from the above statements, sub-scales 1 and 3 (‘destination’ and 
‘accommodation’ characteristics) only have one statement each in the rTILTS scale 
and they must therefore be excluded from any further analysis. The next stage o f this 
analysis is to investigate to what extent the remaining statements have any internal 
consistency under the sub-headings and if they can be treated as sub-scales in any, 
further data analysis. The Cronbach alpha is calculated for each remaining sub­
element: ‘type of holiday’ statements .60; ‘wining and dining’ statements .63; and 
‘holiday planning’ statements .69. According to Hinkin et al. (1997) each sub-scale 
should have a minimum of 4-6 statements, therefore any o f the analysis presented
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here is only tentative by nature. When comparing the Cronbach alpha values for the 
three remaining categories it must be noted that the alpha value tends to be greater 
when more statements are included in the analysis (Malhotra 1996). With this in mind 
the ‘holiday type’ statement group should have achieved the greatest numerical alpha 
value. Hence it appears that the ‘wining and dining’ as well as the ‘holiday planning’ 
statements have greater internal consistency reliability.
The next stage is to evaluate the item to total minus itself correlation for each o f the 
three remaining sub-groups:
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Table 5 Item to total minus itself correlations for the remaining 15
rTILTS statements under three sub-scales
Sub-scale Item to total 
minus itself 
correlation
2 Type of 8 Travelling on your own is fun .387
holiday 9 Being spontaneous is part o f being on 
holiday
.370
14 The safest way to explore a place is 
through an organised tour
.290
15 Sometimes the unexpected makes the 
holiday
.204
17 I just need to feel the warmth of the sun 
for a good holiday
.280
18 Package tours are an ideal way to arrange 
a holiday
.392
19 It’s fun to get lost on a holiday .311
4 Wining & 2 1 like seeing familiar food on the menu ,458
dining 21 I worry about eating strange food .568
23 I prefer eating with the locals .303
5 Holiday 1 I find package tours limiting .401
planning
7 I prefer to make my own travel 
arrangements
.656
16 I prefer to leave my holiday arrangements 
to the professionals
.474
The item to total minus itself correlations from the above table confirm that fewer 
remaining statements in sub-scales 4 and 5 (‘wining and dining’ ; ‘holiday planning’ ) 
have greater internal consistency than the ‘holiday type’ statements.
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In conclusion, the food and planning components o f holidays seem to dominate the 
refined TILTS scale. Both o f these elements o f a holiday can be used to balance the 
perceived stimulation received from a destination. On one hand good planning can be 
used to reduce the possibility o f any unexpected events during holidays and keeping 
to familiar food or drink will also reduce perceived stimulation. On the other hand, 
leaving great proportions o f the holiday open to chance, reacting to each situation as it 
comes and eating local produce can be used to increase the perceived stimulation even 
from a basic mass tourism package.
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